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Bon Bons: The “Dress-Up” Candy 
Testing Panel Procedures 
Packaging fo Quartermaster 

Specifications and Why 





This headline is not just a trick claim to induce you to read further. It’s a 
proved fact ... proved day-in and day-out by candy manufacturers everywhere! 
COFFEE FORTE actually cuts coffee costs in half, yet gives candies a rich, cup-of- 
coffee aroma, as well as the full-bodied flavor that creates repeat sales! You save 
50% because COFFEE FORTE is double-strength! You'd actually need twice as 
much pure dry instantly soluble coffee to build up the same degree of flavor. Yet 
COFFEE FORTE costs no more! Write, wire, phone. . . we'll tell you all about it! 


AMERICAN FOOD FLAVORS 
For Cream Centers 
& Hard Candies 


VANILLA EXTRACTS 
(Pure & Concentrated) 
FRUIT FLAVORS 
COFFEE FORTE 


ERICAN FOOD LABORATORIES. inc. 


860 Atlantic Avenue, Brooklyn 17, N.Y. 


3968 NORTH MISSION ROAD, LOS ANGELES, CALIF PHILADELPHIA © BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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ALVA FLAVORS 
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Yet Alva flavors are soundly designed 
by an organization of capable food chemists whose knowledge, experience and 
facilities are unmatched. An Alva flavor is perfection in flavor and technically 
right in the product for which it is recommended. 


You should examine the new 


LEMON — LIME — ORANGE 


ALVA FLAVORS 
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imitation confectionery flavors developed from new 
materials that are remarkakle for imparting supertly 
natural flavor to finished confections. 
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Write for the big complete ALVA 
catalog and see ALVA Flavors’ com- 
plete line in every quality, strength 
and price class. 


ALVA FLAVORS 


VAN AMERINGEN-HAEBLER, INC. 
521 WEST 57th STREET 
NEW YORK 19, N.Y. 
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ALVA FLAVORS 
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GOT SOMETHING GOOD 
FOR US?.... 








You betcha we have! Something you'll love, too. 

Wanta know what it is? Well .. . it's FLAVOR! Yep... 
strawberry, raspberry, grape . . . cherry, peach, pineapple... 
orange, lemon, lime—in fact, every good flavor 

you can think of . . . flavors that help to make those 

candies you love so much, so much tastier . . . so much 

more appealing. And being a BIG flavor house, 

with facilities and experience to do the job just right, we've 
gone all the way in perfecting our line, — not merely one or two 
specialties, but a full selection of the finest flavors 

ever made. So, if it's something really good 
you want in flavors, at a price you 

can afford to pay, come to FRITZSCHE. .. . 
A FIRST NAME IN FLAVORS SINCE 1871. 








~~. a 


went Aad é thi ae VE) » Une. 
PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Illinois, Cincinnati, 
Obic, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and *Mexico,D.F. FACTORY: Clifton, N. J. 
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Edited and Published 


in Chicago 
The Candy Manufacturing 
Center of the World 


READ WHEREVER CANDY IS MADE 
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SUGAR! 
Customer-Winner ...and Keeper! 


Because sugar has always been associated with top quality in the 
public mind, candy made with sugar helps you win mew customers, keep 
old customers, please all customers! 

That’s why sugar—Nature’s No. 1 sweetening agent—should be 


your No. 1 choice for making candy of superior quality. 


Sugar is economical. It gives you 10 to 50% more sweetening 







power. Sugar is easier to use. It requires no special handling or 


storage facilities. 


For candy of quality always use sugar, for sugar 


UGAR 


points up the quality that rings up the sale! INFORMATION 


NEW YORK 5, NEW YORK 
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THE LAST WORD...IN FINE IMITATION FRUIT FLAVORS 





A NEW NAME FOR A NEW LINE, 
BACKED BY AN OLD NAME FOR QUALITY... 


o/c CP BE Se ek ee 


Your candy, especially your fondants and fillers, Why not place a trial order for Trubase now...on 
never had a finer ally for natural fruit flavor than a money-back-if-not-happy basis, of course. You'll 
you'll find in this brand new Trubase line. find Trubase gives you perfect working qualities, 

With a major base in true fruit flavors fortified with plus a mos natural characteristic m your finished 
expertly blended synthetics to insure lasting, natural confection that will build solid repeat sales for you. 
taste and aroma, Trubase is another triumph in flavor Write, wire or phone our nearest headquarters 
chemistry by Kohnstamm’s famous laboratories. today. 


Raspberry * Strawberry + Pineapple 
Cherry * Apricot and many others 


ONE HUNDREDTH B ANNIVERSARY 





FIRST PRODUCERS OF CERTIFIED COLORS 


OHNSTARM ¢ COMPANY inc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 4735 DISTRICT BLVD., LOS ANGELES li 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT - HOUSTON + INDIANAPOLIS + KANSAS 
CITY MO.- MINNEAPOLIS » NEW ORLEANS + OMAHA + PHILADELPHIA + PITTSBURGH + ST. LOUIS + SAN FRANCISCO 
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Mouthwatering—that's the way candy should 
look! . . . that's the way it always looks in 
sparkling Crystal Tube packages! Crystal 
Tube's experience, modern methods and 
known reliability are the sales-making com- 
bination for putting eye-and-buy appeal in 
your candy products. To show your candy 
at its best—call Crystal Tube today for 
friendly assistance on your packaging needs. 
Our ideas and packaging know-how are 
always available. 






* Inquiries on Military Packaging 
are invited. 


RYSTAL TUBE 
ORPORATION 


625 W. DIVERSE AVE CHICAGO 35, ILL. 


NAt ( 2-46C 
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The Publisher's Notebook 


ag C. CROCKER, the man with the “million dollar 

nose,” so says the SatEvePost, gave a talk before the 
Chicago Chapter of the American Chemical Society, 
Among the many things he said was that flavor is far 
more physiological than logical. Something to ponder 


in the making of candies with mass appeal. 


EST WISHES AND CONGRATULATIONS to Tom 

Henry, a well known name to the oldsters in the in- 
dustry. His home town 
paper in Little Rock 
has just carried a fea- 
ture story about Mr. 
Henry. Tom Henry’s 
has 


candy since he was ten 


business been 
years old, and for six- 
ty years it has been 
his hobby and business. 
“The 
his famous confection, 
made and sold on the 
Little Rock-Benton 
Highway. He does what 
many dream about but 


Mousetrap” is 





seldom achieve—closes 
up shop in the summer 
and takes off for the 
wide open spaces. 


ANY firms are celebrating anniversaries. Wayne 

Candies have just announced their 50th Anniver- 
sary in an attractive brochure. From horse and buggy 
days to a modern plant is the success story of this firm. 
They attribute their success to the loyalty of their em- 
ployees, their customers and the land of opportunity 
in which Americans live and work. May they continue 
in the years ahead to build quality confections in a free 


economy. 


“PPHE LONG GREEN” article in the January issue of 
MC started something. Our patient technical editor 


has been running down patents, formulae and other data 
, 


about chlorophyll ever since. Every time we run an article 
done on research by our staff or assigned writers, it 
means more and more work, but we like it. “Service to 


the Industry” has been our slogan ever since. MC came 


GAB ttn 
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into being. 
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Now you can peteave thite wee the blir 


MLK O 


Nobody knows better than you do what constitutes the very finest 
milk coatings your candies can have, appearance-wise, flavor-wise, 


and otherwise! Now we want to prove why Walter Baker’s High- 


Grade Milk Coatings are definitely superior. One sampling and you'll 
surely agree: “Only the industry's most modern milk plant, only 
America’s most experienced chocolate-makers can produce milk 
chocolate this good!” Send for your sample today, choosing from: 


A Complete Range in Flavors, Colors, Prices — Including: 


*MASTERPIECE Milk Coating — 
the supreme milk chocolate! Luxuri- 
ous milk flavor ... rich, mellow, 
smooth ... for the connoisseur! 
*MAYFLOWER Milk Coating — ex- 
ceptionally light color for maximum 
contrast... rich, well-blended 
bouquet. 


WALTER BAKER 


Division of General Foods 


in (hieayo 


*BOURNEDALE Milk Coating — full 
velvety texture, distinctive fresh 
milk flavor. 

AND ... other high-grade Milk 
Coatings, Vanilla Coatings and 
Chocolate Liquors for your every 
confectionery requirement! 


*Samples on request. 


AN 


. “And Sample This 
Unusual Service!’ 


invites Harry Thomas of Boston, 
one of the Walter Baker Chocolate 
Consultants who serve America’s 
confectionery industry with expert 
technical help in the selection and 
use of high-grade chocolate coatings 
and liquors. (31 experience-packed 
years back his offer!) For helpful 
service, see your nearest Walter 
Baker representative! 


Products of 
General Foods 



















The First Name in Chocolate ... The Finest Name in Service Fp 
Nb 
CHOCOLATE 
‘ . . ITO NT, 
irked COCOA OD, 
Corporation, Dorchester 24, Mas 
Cleveland, Detroit, Los Angeles, New York, Philadelphia. Brokers in all tle cities 
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Try tasty buttermints on yowr kiddy clientele. 


Hor cakes sell slowly by comparison. The 
secret of their “I want-another-piece” flavor is 


nm ee w& 


MAGNA Imitation Butterscotch Flavor No. 4 


"— 


and Mohawk Peppermint Oil, a tempting 
blend of butter and peppermint flavors. 











Send for a copy of this money-making for- 
mula and a free sample of MAGNA Imitation 
Butterscotch Flavor No. 4 and Mohawk Pep- 
permint Oil. Ask for information and prices 
on the 25 other MAGNA flavors — all pre- 
mium quality, all modest in cost. 


Mabe =: Prynard, tre 
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a a. 7525 ONE OF THE WORLD'S GREATEST SUPPLIERS OF ESSENTIAL OILS 
16 Desbresses Street, New York 13,N.Y¥. - 221 North La Salle Street, Chicage 1, Iilineis 
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: 25 Years Ago 
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In April, 1927, THE MANUFAC- 
TURING CONFECTIONER had this 
to say to the Industry: 

The 69th Congress included in the 
appropriations for the U. S. Depart- 
ment of Commerce the sum of $10,- 
000 to cover the expenses of a na- 
tional survey to determine facts con- 
cerning distributive channels, prac- 
tices, and vogue preferences. 

With this issue we began our steady 
editorial sponsorship of good plant 
sanitation methods, and the “Quality 
Through Sanitation” department, 
conducted by The Industrial Health 
Conservancy Laboratories was in- 
augurated. The invitation to join the 
Sanitation Forum was issued to all 
readers in order to promote this 
important and vital work. 

Research was announced on metal- 
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lic cooking utensils at Mellon Insti- 
tute ... Herman Lebeson, Consulting 
Chemist, began a series of articles 
discussing the chemistry of confec- 
tionery and its raw material content 
. . . Factors controlling the uniform- 
ity of marshmallows . . . Casual com- 
menting on current candy advertis- 
ing . . . Our editorial “The Silver 
Lining” urges manujacturers to con- 
sider the advantages of stopping long 
enough to take stock of conditions, 
effecting economies through legiti- 
mate and intelligent substitutions, 
competent plant engineering, and 
combined or centralized purchasing. 

National Equipment advertised the 
Springfield Continuous Cooker which 
“cooks at a cost of $.0015 per lb.” 
and Emil J. Brach, confectionery ma- 
chinery, featured the “Brach Continu- 











ous Cutter and Cooler”. 
International Company announced in 
another advertisement that “the name 
. .. will be changed to The C. M. Pitt 


& Sons Company”, Union Confec. 


tionery and Machinery Co. advertised | 


“all machinery and equipment of 
Floyd-Paramount Co.—Newark, NJ. 


The Department of Commerce an- 
nounced “that .. . for 1925 products 
valued at $380,761” were manufac. 


tured by confectioners. This was a | 
rise of 4 per cent over 1923. Choco- | } 


lates accounted for $102,790,000 of 
the total; bar goods, $63,515,000; 
hard candy, $31,702,000; and pan 
work, $8,973,000. The report showed 
1,928 establishments with an average 


of 63,596 wage earners employed. | 


That was 86 less factories than in 


1923, but 111 more employees. In | 


value of product by state, New York 
headed the list, with Illinois, Massa- 
chusetts and Pennsylvania following, 


but Pennsylvania placed with the most | | 
establishments, followed by New | 
York, California and Massachusetts. | 
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ROdney 3-1130 


Telephone 
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Exciting flavors 


are the foundation 
for exciting sales 
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DOGEN Genuine Fruit Extracts 

All the rich, full flavor of the natural fruit in highly 

concentrated form. Processed from finest, selected fruits 
. always uniform in flavor, quality and strength. 


DOLCO® 5200 Flavor Line 

D&O improves on nature with these highly concentrated, top-notch 
imitations of natural fruit flavors available in 20 popular flavors. 

All color derived from the natural fruit. 

DOSIX® Flavors 

True fruit flavors, reinforced with other natural flavors. Particularly useful 
for fountain syrups, pectin jellies, cream centers, icings and ice cream. 


DOLCOTT® Hard Candy Flavors 


Natural extractives fortified with synthetic aromatics, especially useful 
where very high temperatures are employed. 


MICROMUL Flavors 

Especially designed for flavor manufacturers of all types of 
household and bottlers’ flavors and concentrates. 
AP-RO-PO Flavors 


For the hard candy manufacturer who requires realistic 
flavors at low cost. 





Excellent selection in all Flavor Lines. Ask for Bulletins or new Flavor Catalog. 


D. 0, DODGE & OLCOTT, INC. 


180 Varick Street « New York 14, N. Y. 
SALES OFFICES IN PRINCIPAL CITIES 
ESSENTIAL OILS « AROMATIC CHEMICALS « PERFUME BASES « FLAVOR BASES * VANILLA 
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When you use General Mills B-2455 Wheat 
Starch the response is sure to be — 


GOODY gum drops! 


Clear, tender, melt-in-the-mouth qualities—every 
batch—that’s the promise General Mills B-2455 makes 
your gum candies! It’s all because B-2455—a wheat 
starch—has no cereal taste or odor to mask flavor, and 
has a higher water absorption and retention capacity 
to keep your gum candies looking better—tasting 
better—longer! 

Satisfied users of B-2455 report these other important 
advantages, too: 


@ Increased yields up to 3% 

@ Longer shelf life 

@ No sweat tendency 

@ Reduced need of flavoring materials 


B-2455 is a chemically modified and highly. purified 
thin-boiling starch—produced under General Mills’ 
exacting product and laboratory controls. 


For caramels and nougats—we recommend thick-boiling 
PAYGEL—another General Mills wheat starch that 
gives you superior products! 


Free samples of B-2455 and Paygel wheat starches 
are available without obligation. We invite you to 
write, wire or phone— 


General Mills, Ine. 


400 2nd Ave. So. 80 Broad St. 208 So. LaSalle St. 
Minneapolis 1, Minnesota New York 4, N.Y. Chicago 4, Illinois 
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Confectioners | 
Briefs |. 








@ The Shotwell Manufacturing Co., of Chicago? 
announces the appointment of ROBERT I. JO; 
HONNOT as Merchandising Director. Mr. Johon- 
not, who is a well known candy merchandising 
executive, will devote his time to the promotion of 
Shotwell’s Puritan Marshmallows and their entire 
line of fine candies. , 

According to Director of Sales, Thomas F. 
O’Rourke, Shotwell is planning an extensive mer- 
chandising program, to be announced in the near 
future. 
® William Wrigley Jr. Co., according to Philip K-’ 
Wrigley, president, is not exempt from earnings 
problems under current tax and other expenses. 
The company reported that 1951 sales set a new 
record of $73,589,791, but that net earnings 
amounted to only $9,367,832, or $4.76 per share. 
For the year 1950 sales were $72,154,132, net earn- 
ings $12,035,731, or $6.11 per share. 

Mr. Wrigley advised the shareholders that the} 
decline in earnings was due to a $1,513,863 increase 
in the cost of materials, labor, freight, and other 
expenses, and a $1,154,036 increase in income taxes 
He was pessimistic concerning the 1952 tax out 
look, inasmuch as the higher tax rates are expected 
to take an additional cut out of 1952 profits. 


@ American Chicle Co. has just filed a report for| 
the year ending December 31, 1951. While sales 
are up considerably over 1950, the net profit and 
earnings per share are reduced. The 1951 sales| 
amounted to $38,350,456 as against $35,120,118 in 
1950; earnings were $3.21 per share in 1951 and| 
$3.70 in 1950; net profits in the same years} 
amounted to $4,163,637 and $4,803,037. 

@ Martha Washington Candies Co. has announced] 
the consolidation of its Baltimore and Chicago 
plants on April 6, and the opening of a warehouse| 
in Baltimore. Mr. A. A. Comey, president, also an- 
nounced the plans to acquire a factory in the Los, 
Angeles area in the near future. ! 








@ F. W. Washburn Candy Corporation has moved 
into its new home at 137-147 Perkins Avenue, 
Brockton, Massachusetts. After experiencing the 
trials and difficulties of moving, Waleeco is now 
the proud occupant of a very modern, streamlined 
candy making plant. 

® Rockwood & Company, which boasts of being 
the second largest chocolate manufacturer in the 
United States and one of the oldest in the industry. 
has just issued their 65th Anniversary report fof 
1951. Mr. H. Russell Burbank, president, reports 
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FOR YOU 


— who have memories of 
waving palms, starry tropical nights, 
soft music, exotic foods 

— all never forgotten — 

we recapture those memories! 


FOR YOU 


— who have yet to experience 

the wondrous beauties of the south 
Pacific isles, we preview one of 
their delights with the tangy, 
exciting flavor of the 


it's Different ¢ It’s Nostalgic * It’s Delicious! 
It's for your “holiday” line! 
Samples? ... Of course. 


FLAVORS + ESSENTIAL OILS + AROMATICS 


a LTO Ing CHEMICAL COMPANY, INC. 
$99 Johnsen Ave., Brooklyn 37,8. Y. 
PLANTS: Brooklyn, N. Y.« Los Angeles, Cal. + Montreal, Que. « Paris, France 


SALES OFFICES: Atlanta * Boston + Chicago « Dallas * Philadelphia 
Stocks Carried in Principal Cities St. Louis « Toledo + Toronto 
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“12” line 
IMITATION 
CONCENTRATED 


CANDY 
FLAVORS 


Thirty-two 

wholesome flavors... 
from Apple through 
Walnut ...a solid line of 
good taste and aroma. 
Choose and use 

with confidence... 
Strawberry * Peach * Tutti 
Fruitti © Walnut * Grape 
¢ Raspberry * Cherry and 
other flavorful favorites 


...and when 
it comes to 
Chocolate flavoring, 


PURE VANILLA 
CONCENTRATE 10X 
* PLANIFOLINE 10X 

* PROTOVAN F 

¢ CHOCOLATONE 


all created to improve, enhance and 
- sell-your finished chocolate products 


“Artificial flavor 


LE. HY LABORATORIES, INC. 


CHICAGO 6 - NEW YORK Gi- LOS ANGELES 21° 
DALLAS 1 + DETROIT 2 - MEMPHIS 1 + NEW ORLEANS 13 
ST. LOUIS 2 * SAN BERNARDINO + SAN FRANCISCO 7. 


Floresynth Labs. (Conada) Ltd. - Montreal * Toronto * Vancouver * Winnipeg 
Florasynth Leboratories de Mexico S. A. — Mexico City 
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that dollar sales in 1951 were slightly higher thag 
in 1950, but that poundage sales were lower. The 
lower net reflected by their balance sheet is ins 
dicative of the general trends in food industries. 

A recent appointment to the Rockwood staff ig 
Mr. Fred R. Nye, formerly New England braneh 
manager of the H. J. Heinz Company, who will aet 
as sales manager of consumer goods at Rockwood, 


@ Mars, Incorporated, Chicago, has been honored 
for it’s safety record by Liberty Mutual Insurance 
Company. 

This is not the first award that Mars has received 
for it’s splendid safety record. In 1950 the accident 
prevention flag was presented to the company for 
reducing accidents to 75 per cent below the average 
for the confectionery industry. In 1951 the record 
was far better; the average from September, 1950 
to September, 1951 was 97 per cent below that of 
the industry. 


@ Mr. Smiles, former owner of Mary Lee Candies, 
and recently general manager of the A-Z Candy 
Company of Detroit, passed away on February 7, 
following an operation. Mr. Smiles had been active 
in the confectionery industry for over 20 years, and 
his many friends will be sorry to learn of his death. 


@ The Frank H. Fleer Company has taken positive 
steps to eliminate the worn-out practice of present- 
ing gold watches after long periods of service. 
Miss May Rankin, a faithful employee with 50 
years’ service, was recently rewarded by being told 
she could travel anywhere in the world at the com- 
pany’s expense. She was also given an extra week’s 
vacation with pay, a set of matched luggage, and 
$150 in cash. If a timepiece was a part of Miss Ran- 
kin’s needs on the trip of her choice, to California, 
she could use some of the money for that purpose. 


@ See’s Candy Shops, Inc., of Los Angeles, and 
See’s Candies, Inc., San Francisco, were among the 
thirty-three food plants in California that have re- 
cently been given Honor Roll Awards by Food 
Sanitation Service, for “consistent achievement in 
maintaining a high standard of excellence in food 
plant sanitation during 1951.” 

Food and Drug Service, of which the Food Sani- 
tation Service is a part, has a staff of former: U. S. 
Food and Drug Administration inspectors and an- 
alysts. The 33 companies are all on the inspection 
list, and have been examined at least once a month, 
and in most cases once a week, and have been found 
to meet the service’s requirements. 


® Huyler’s, who filed a petition in bankruptcy last 
April, has settled some $2,030,000 in claims to un- 
secured creditors at 10 cents on the dollar, and been 
discharged by bankruptcy referee in New York. 
On -January 1, this year, a new management was 
elected, and has deposited more than $300,000 in 
the Corn Exchange National Bank to pay in full 
all creditors doing business with the company since 
the bankruptcy proceedings were instigated. 
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“ALMOND CANDIES Are 
MONEYMAKERS EVERYWHERE!” 


People in the nation’s youngest state seem to share the same 
enthusiasm you find everywhere for almond candies. People 
like almonds, and candymakers have found that fact a key to 
increased sales and profits. They've found also that Blue Dia- 
mond almonds are the key to lower handling costs in their 
own plants. 


HOW “BLUE DIAMONDS” SAVE. Leading candymakers 
know that uniform, dependable quality minimizes sorting and 
handling costs. “Blue Diamond” almonds are sorted in our plant 
by an exclusive photo-electric process. They are hand-picked, 
guaranteed uniform in quality and size, free from foreign 
particles, dust, chaff, or bitters. Order whole almonds, natural 
or blanched, or specify sliced, diced, halved, split, chopt, or 
slivered. We're almond specialists, and have been for 41 years. 


o | 


WRITE FOR NEW BOOKLET—New 16-page “Formulas 
for Candymakers” now available with color photos of 
leading varieties plus catalog section showing grades, 
sizes. Write for your free copy. Let's talk about selling 
more candy! 


ae 


BLUE DIAMOND ALMONDS 


CALIFORNIA ALMOND GROWERS EXCHANGE ...Sacramento, Calif. A 
Sales Offices; 100 Hudson St., New York 13, and 22! N. La Salle, Chicago | 2 BLUE 
TITIES 
=. _ BRAND — 
~~. Li — A 


~~ 
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elpse, enzyme-converted sweetener brings these ben- 


efits to your finished products at LESS COST: 

1. Prevents crystallization. 4. Adds sweet food solids. 

2. Retains moisture. 5. Boils faster, whips lighter. 
3. improves flavor. 6. Costs less to use. 


Staley’s CORN syrRuUP 
eys Crystal 43 Corn Syrup Unmixed—a high 
quality standard Confectioners Corn Syrup. 


1. Prevents crystallization. 4. Dependable cooking char- 
2. Adds body. acteristics. 


3. Suppliesfoodsolidsatmini- 5. Adaptable to all standard 
mum cost. candy formulas. 


farol ” LECITHIN 
ley’s ‘‘Sta-Sol’’ Lecithin Concentrate, extracted 


from soybean oil, gives your finished products these 
benefits: 

- Faster mixing. 5. Improves moisture reten- 
- More complete mixing. tion. 

- Less grainage with age. 
- Fresh flavor longer. 


2 own = 


6. Reduces viscosity in choco- 
late coatings. 


Staley’s STARCHES - ; 
ey offers you these improved confectionery starches: 


COOKING STARCHES: MOULDING STARCHES: 


1. ECLIPSE “F"—medium filvid- 1. STANDARD—ordinary Corn 
ity—for firmer textured Starch. 


jellies. 2. SPECIAL—recommended 


2. ECLIPSE “"G"—high fluidity because it is almost dustiess 
—easy depositing—less (treated with oil to reduce 
string. dust). 
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More and more candy makers are learning... 
‘*“You can always depend upon Staley!”’ And never 
before has a dependable source of raw materials 
been more important to your business than today. 
Covering 382 acres and employing more than 3000 
people, the giant Staley plant is your most de- 
pendable single source of supply. Contact your 
supplier or write direct for more information about 
the many advantages of dealing with Staley! 


A. E. STALEY MFG. CO. ¢ Decatur, Illinois 


STALEY 
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Research Pioneers in Products from 
CORN and SOY BEANS 
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BON BONS 


by 


WALTER L. RICHMOND 


Bons Bons are the “dress up” candy for an as- 
sorted package. Cream coated bon bons can be 
made with a large variety of cast or hand rolled 
centers. 


BON BON DIPPING 


A double boiler, hot water jacketed dipping pot or an 
electrically heated dipping pot are suitable for remelting 
the fondant. 

The cream should be remelted slowly. Extreme care 
must be taken when remelting straight sugar bon bon 
cream so that none of the fondant will be overheated. 
The bon bon coating will become dry and grainy if the 
cream is overheated in the remelting process or if it is 
cooked to too high a temperature. Overheating the cream 
will also destroy the gloss of the finished bon bon and 
spots of large sugar crystals clusters will appear on the 
coated bon bons. 

The fondant syrup should be thoroughly cooled before 
creaming up to insure a fine grain in the dipping cream. 

As the cream in the dipping pot is used up, any hard 
cream that forms around the sides of the dipping pot 
should be removed before adding cream to the pot. Mix- 
ing the hard cream that forms on the sides of the pot 
with the added fondant will cause the bon bon coating 
to become dry and grainy. 

The fondant should be cooked to a high enough tem- 
perature so that the coating will not lose much moisture 
as it dries and cause the bon bon coating to wrinkle. 

If the cream is remelted to the correct temperature and 
is too thick for dipping purposes it can be thinned with 
a low cooked crystal syrup. Adding water to the dipping 
cream to reduce the consistency of the cream will cause 
the coating to wrinkle. 

Bon bons should not be dipped in a cold room or 
packed in a cold room and then placed in a warm room 
high in humidity, or the moisture in the air will con- 
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dense on the surface of the cold bon bons and cause sweat- 
ing. 
Dip the centers in the bon bon coating that has been 
remelted to a temperature of 135 to 145 degrees. Place 
the dipped bon bon on wax paper lined trays. Let set 
about one hour and loosen the bon bons from the wax 
paper to allow the bottoms of the bon bons to become 
dry. Let remain on trays for at least four hours before 
packing. Bon bons dipped in the morning can be packed 
in the afternoon. Bon bons dipped in the afternoon should 
be loosened from the paper and packed the next morning. 


BON BON PACKING 


Pack the bon bons in white glassine paper cups, place 
in trays and store trays in a cupboard. Or, they can be 
packed in paper cups and placed in layers in stock boxes 
with wax paper, card board and tissue paper between the 
layers. Pack one layer of bon bons in the bottom of the 
box. Place a wax paper on top of the bon bons. Crumple 
a sheet of tissue paper to form a cushion between the 
bon bons and the layer board which is laid on top of the 





A new series by Walter L. Richmond, 
famous as author of Candy Production Meth- 
ods and Formulas, published by THE MANU- 
FACTURING CONFECTIONER. 


These new articles will be for smaller 
batches and quicker turnover. 
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paper cushion. Pack the second and third layers in the 
same manner. 

When packed in this manner the sides and ends of the 
stock boxes should not be lined with wax paper. Some air 
should circulate around the bon bons or the moisture 
they give off will condense on the surface of the bon bons 
and cause them to wrinkle and at times cause the color 
to fade. 

The following method of packing bon bons in stock 
boxes has proved to be successful. On each side of the 
card board stock box, cut at least three openings about 
three inches high and one inch wide. The openings in 
the sides of the boxes will allow air to circulate through 
the box. 

Following are three formulae for successful bon bon 
making: 

HAND ROLLED BON BON CENTER 

FONDANT FOR HAND ROLLED CENTERS 


Small Batch Ingredients Large Batch 
Hand Made Machine Made 
21 pounds Medium granulated sugar 84 pounds 

3 pounds Corn syrup 2 pounds 

1 gallon Water 4 gallons 


PROCEDURE: Place sugar, corn syrup and water in 
cooking kettle. Cook to 243-244 degrees. Pour onto cream 
slab or cream beater. Cool to 100 degrees. Cream up the 
batch and allow it to sweat back. Place in covered con- 
tainers and let remain until ready to use. 

REMARKS: This fondant can be cooked to 240 degrees 
and used for pot dipped cordial fruits. 

The fondant can be used to make a variety of bon bon 
centers by adding chopped glacé fruits or chopped nuts 
to it. 

The flavor, a small amount of invert sugar to soften 
the fondant and chopped nuts or fruits are then mixed 
with fondant. When well mixed, roll into pieces about 
eight inches long and one-half inch thick. Cut the sticks 
into pieces about one-half inch long and hand roll into 
ball shaped or oval pieces. The rolled centers will set up 
firm enough to dip in about one-half hour. 

A few combinations of flavors and nuts or fruits are 
listed below. 

No. 1 Lemon: 3 pounds cream flavored with Lemon oil 
or emulsion mixed with 5 ounces of chopped raw filberts. 
Dip in yellow bon bon cream. 

No. 2 Orange: 3 pounds cream flavored with Orange oil 
or emulsion mixed with 5 ounces chopped lightly roasted 
cashew nuts. Dip in orange colored cream. Top with small 
pecan half. 

No. 3 Walnut: 3 pounds cream flavored with Vanilla 
mixed with 6 ounces chopped English walnuts. Dip in 
pink cream. One-quarter of an English walnut top can 
be used as a topping if so desired. 

No. 4 Coconut: 3 pounds cream flavored lightly with 
Anise oil, Roman Punch or Pistachio flavor, mixed with 
4 ounces fine coconut. Dip in pale green cream and top 
off with a strip of citron peel. 

No. 5 Cherry: 3 pounds cream flavored with Wild Cherry, 
mixed with 4 ounces chopped glacé cherries. Dip in white 
cream and top with icing flower on top with a strip of 
glacé cherry and basket string. (The cherry piece is 
laid on the top of the bon bon and the string crossed over 
the top of the cherry from one side of the bon bon to 
the other side. A very experienced dipper is required for 
this type of string.) 
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No. 6 Caramel and Almond Paste: 3 pounds cream mixed 
with 12 ounces of almond or kernel paste. Mix well and 
use as a center for caramel jacket. Roll Vanilla caramel 
thin, place fondant across the center of the caramel sheet, 
Overlap the caramel and roll into long strips about eight 
inches long and one-half inch thick. Cut the sticks into 
pieces about three-fourths inch long. Roll into oval 
shaped pieces. Dip in white cream and top with icing 
flower. 


BON BON COATING NO. 1 


—UNCRYSTALLIZED 

Small Batch Ingredients Large Batch 
Hand Made Machine Made 
10 pounds Medium granulated sugar 100 pounds j 
14 dram Glycerine 5 drams S 
1% dram Acetic acid #8 (28%) 5 drams 
1% ounce Ground gelatine 3% ounces 

4% pints Water 6 gallons 


PROCEDURE: Place sugar and water in cooking kettle. 
Cook to 236 degrees Fahr. Add Acetic acid and glycerine. 
Cook to 242-243 degrees. Remove from fire or shut off 





steam (if made in a steam kettle), add the gelatine which 
has been soaked in twice its weight of water. Stir gently 
until gelatine is dissolved. Avoid touching sides or bottom | 
of the kettle. Pour onto cream slab or cream beater that 
has been lightly sprinkled with water. Sprinkle top of 
batch with a small amount of water. Cool to as low a 
temperature as possible. Cream up the batch and place | 
at once in a container. Place a damp cloth over the fond- 
ant and cover the container so that the fondant will sweat 
back and become smooth. Let remain in covered con- 
tainer for at least 4 hours before using. 

REMARKS: This batch contains an excessive amount of 
water. The prolonged cooking acts as a “doctor” and in- 
verts some of the sugar. Follow instructions for bon bon 
dipping and packing. 

Remelt the cream to a temperature of 135-145 degrees. 
If the remelted cream becomes too heavy to dip easily 
it can be thinned by adding a very small amount of sugar 
water solution made with equal parts sugar and water. 

If the cream becomes overheated it is better to discard 
it, wash the dipping pot and start over again with smooth 
dipping cream. 

A small amount of invert sugar can be added to the 
sugar water solution if so desired. 


BON BON COATING NO. 2—CRYSTALLIZED 

The fondants used in bon bon center formula can be 
used as a coating for crystallized bon bons. 

Both of these fondants contain corn syrup. The cast 
bon bon fondant contains 80% sugar and has a tougher 
texture than the fondant used for hand rolled bon bon 
centers, because of its higher sugar content. 

Dipping creams for crystallized bon bons must be 
cooked and remelted at temperatures high enough to set 
them firmly. The bon bons will soften up after they are 
crystallized. 

Crystallized bon bons can be made and stored for 
several weeks before using. Many retail confectioners use 
them for summer assortments or for the holiday seasons. 
Their long shelf life makes it possible to make and pack 
an assorted package a few weeks before a holiday and 
thus avoid the pressure caused by trying to pack a large 
volume of bon bon and chocolate assortments in the 
space of time limited te the shelf life of uncrystallized or 
plain bon bons. 
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U.S.P. Vitamins in bulk 
for Also available in carriers for e ¢ 
; use easy, accurate and economical Ne. 


ons. fortification hems SUBSIDIARY OF STERLING DRUG INC. 
ack 
P r Roccal—the original quater- 1450 BROADWAY, NEW YORK 18, N. Y. 
= nary ammonium sanitizing agent. 445 Lake Shore Drive. Chicago 11, Ill. 
arge WAREHOUSE STOCKS: Rensselaer, Chicago, Los Angeles 
the FACTORY : CINCINNATI; OHIO 
Branch Offices: 
d or Atlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo ), Los Angeles, Minneapolis, Portland (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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EXCHANGE OIL of LEMON 


When any product sells four times as well as all of its competition combined, 
that’s a sure sign of quality. No product can hold such a dominant sales position 
year in and year out unless it fulfills all of the exacting requirements of thousands 
of quality-conscious buyers. Exchange Oil of Lemon does just that... with a con- 
sistency and regularity that have made it the standard in its field. So little Lemon 
Oil goes so far, why risk buying anything but the best? 

Always specify it by the brand name when you order— 


Distributed in the United States 
exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


SUNKIST GROWERS 
PRODUCTS DEPARTMENT 
ONTARIO, CALIFORNIA 


FORMERLY 
FRITZSCHE BROTHERS, INC. CALIFORNIA a — EXCHANGE 
76 Ninth Avenue, New York 11, N.Y. roducing Plant: 
fe) | L Oo F Exchange Lemon Products Co. 


Corona, California 


LEMON 


U.S.P. 
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ORGANOLEPTIC PANELS 


PURPOSES e OBJECTIVES © PROCEDURES 


THE MANUFACTURING CONFECTIONER is pleased to be 
able to present in its entirety the very interesting and much 
discussed talk made by Mr. Gelman at a recent meeting of 
the Chicago Section of American Association of Candy Tech- 


nologists. 


Mr. Gelman is well known as a food Technologist. A veteran 
of World War Il, he received the Oak Leaf Cluster for his 


work on food research. 


I Purposes 


_—- and appearance are two of the most im- 
portant factors affecting the products that your com- 
panies sell and yet are probably the least understood 
and investigated. There is a logical explanation for this 
state of affairs. The average food company has not 
been in a position to engage in scientific investigation 
of the psychological, physiological and statistical meth- 
ods necessary to obtain valid and reliable organoleptic 
measurements of their products. 

The complexity of the subject provides its own ex- 
planation for the heretofore relatively modest activity 
in commercial laboratories. However, during the latter 
part of the war years and since industry, university and 
government laboratories have adapted, developed and 
published sufficiently of the basic panel procedures to 
permit limited, but significant practical applications for 
the food industries. 

An increasing number of industrial laboratories have 
been “getting into the act”. The candy industry, be- 
cause it is primarily selling taste appeal, probably should 
be at least as much concerned with organoleptic evalu- 
ations of their commodities as any other segment of the 
food industries. Even the pharmaceutical manufacturers 
have found it advisable to recognize the importance of 
organoleptic panels to the sale of their products. 

Some of the major draw-backs to establishing panels 
in the past have been: 

(1) The apparent necessity for specially trained per- 

sonnel: 


(2) Discussions pertaining to panels have been ex- 
cessively technical: or 
(3) Presumed a background of information which 


made comprehension or application difficult. 
There is no intention to imply that the operation of 
panels is now a bed of roses; that the literature has 
been simplified; that the contradictions have been re- 
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Mr. George Gelman 
Vice President 
Visco Products Co., Chicago 


solved: that the nomenclature has been standardized; 
or, in short, that it is a push button affair. However, 
there is enough information available now to make a 
start. 


Il Objectives 


There are three broad categories of panel investi- 

gations: 

(1) small sensory difference panels; 

(2) small consumer preference panels; and 

(3) large consumer acceptance panels. 

The objectives accomplished and problems solved by 

these three types of panels are: 

A. The sensory difference panel is concerned with the 
detection of small differences in quality factors 
and not with preferences. However, there is a re- 
lation to preference judgments. If it can be shown 
that a specific change introduces no detectable 
difference, then obviously, there should be no ac- 
companying change in preference. Should a dif- 
ference be demonstrated, it is the responsibility 
of the preference panel to indicate whether the 
change is desirable, indifferent or undesirable. 
Typical problems that may be solved by sensory 
difference panels are: 

1. The effect on the finished product or critical 
intermediary as a result of changes in or the 
adequacy of: 

a. Raw materials. 
b. Processing treatment. 
'. Equipment. 

d. Formulation. 

(1) Nutrient fortification 

(2) Anti-deterioration agents 

e. Storage. 

f. Packaging. 

2. The determination of and the effect on the 
finished product or critical intermediary of 


Cc. 


page 23 








foreign odor absorption. 

3. Quality control on: 

a. Raw material uniformity. 

b. Blending operations. 

c. Uniformity of finished product. 

4. Determination of difficult or otherwise non- 
analyzable components in: 

a. Competitors products 

b. Suppliers trade-marked materials 

5. Isolation of reactants responsible for flavor 
deterioration. 

6. Correlation of specific chemical or physical tests 
with flavor quality changes so that panel work 
may be minimized or eliminated. 

B. The preference panel has the virtue of being a 
readily available means by which a tentative or 
presumptive indication can be obtained regarding 
the significance of differences on the acceptability 
of a product. This may be relative to a current 
item or a competitor's piece. Information may 
also be secured that can be useful for prod- 
uct improvement or product development by so 
designing the tests that the panel is provided an 
opportunity to indicate their reaction to specific 
quality factors such as: color, taste, odor, size, 
shape, amount, texture, sound (crunchy), pungen- 
cy, coolness, dryness, waxiness, name, previous 
familiarity, utility, after-taste, and frequency of 
consumption. The panel provides information of 
a “screening” character, since it represents only 
a “chunk” of your consuming public. In the ab- 
sence of any additional means to secure more repre- 
sentative information, this presumptive data may 
be very useful in arriving at decisions which other- 
wise would have to depend solely upon experience, 
chance or both. 

C. The consumer’s acceptance panel is utilized to con- 
firm the presumptive findings of the consumer 
preference studies. Because the panel is sufficiently 
large and properly selected to truly represent your 
consuming public, it should be possible to deter- 
mine and/or confirm the acceptability of your 
product. The disadvantages of this panel are: 

1. The difficulty of obtaining a mass panel repre- 
sentation of the public. 

2. The necessity of going outside your own or- 
ganization to secure the panel. 

3. The time involved. 

4. The cost. 


Ill Procedures 


The three types of panels have been arbitrarily char- 
acterized and compared in Table 1 with respect to the 
following considerations: 

1. Purpose. 

2. Number of panel members required. 

3. Where personnel are obtained. 

4. Whether training is required. 

5. Sensitivity (low threshold i.e., ability to detect a 

specific component at low concentrations). 

6. Validity (ability to assess different concentrations 

of a specific component on known samples). 

7. Reliability (consistent reproducibility over a period 

of time). 

8. Extent to which panel’s preferences are representa- 
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tive of the customer public. 

A number of experimental test procedures have been 
described in the literature. The group listed in Table 2 
has ben selected because of the variety of commonly 
occuring problems to which they are applicable. 

In addition, Table 2 indicates the type of panel for 
which these tests are designed and specific literature 
references which are pertinent. 

These literature references discuss: 

1. The advantages and disadvantages of each method. 

2. The precise procedure for conducting the test con- 

cerned. 

3. The number (range) of judges or observations re- 

quired for particular levels of confidence. 

4. Recommended statistical analyses for interpreting 

the results. 

5. Procedures for selecting and training observers for 
sensory difference panels. 

If you are not satisfied with your present panel pro- 
cedures, or absence of them, the investment in time and 
effort on at least the more simple methodologies should 
prove to be gratifying and profitable. 

I earnestly recommend that a beginning be made by 
investigating the Triangle test as a means of selecting a 
sensory difference panel. This same test has general 
applicability to many kinds of sensory difference prob- 
lems. For Preference Studies, the Paired Comparison 
test is recommended for its relative simplicity and general 
applicability. Both of these procedures are well described 
in the literature indicated in Table 2. 

Do you have to be a statistician to design your tests 
and interpret the results? By analogy—not any more so 
than it is necessary to be a mathematician to use mathe- 
matics. It would be desirable to learn some of the funda- 
mental concepts. However, even this has been rendered 
painless to some extent by the preparation of charts which 
are also contained in the literature references, particu- 
larly reference (2). 

I have recast two of these charts, Table 3 for Paired 
Comparisons and Table 4 for Triangle Tests. For the 









































Table 1 
CHARACTERISTICS OF ORGANOLEPTIC 
PANELS 
Sensory Consumer 
Panel Difference Preference Acceptance 
_ Characteristics \ Pane : Panel sane, Panel a 
Discriminate 
Purpose small Preferences Acceptance 
differences 
No. Required 1-20 20-50 Very large 
- Pe number 
Where Own Own General Public 
Obtained Organization Organization 
Training Yes No No 
Required 
Sensitivity Yes No No 
Validity Yes No No 
Reliability Yes Yes Yes 
Relation to 
consuming Unknown Presumption Confirmation 
Public with (Screening) 
Regard to ° 
Preference 
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Table 2 
EXPERIMENTAL TEST PROCEDURES 
Sensory Consumer 
Difference Preference Acceptance Literature 
Test Procedures Panel Panel Pancl References 
Paired Comparison x b x 2, 3, 4, 6 
Duo-Trio x — — 1,3 
Triangle x — — L224 
Dual Standard x ei l 
Non-Symmetrical x — — 3 
Binomials 
Numerical Scoring xX x was 24.5 
Method of Succes- —_ x x 5 
sive Intervals 
Rank Order xX x 2, 4,5 
Dilution or x es ies 2,4 
Threshold 
Table 3 


SIGNIFICANCE LEVELS 
FOR PAIRED COMPARISONS 
(Re-estimated from Harrison and Elder) 





(a) Number of Panel Finding 
a Difference 


(a) Number of Panel Finding 
Higher Quality Rating 





At the 1% At the 5% At the 5% At the 1% 
Level of Level of Level of Level of 
Confidence Confidence Confid e Confid e 
(b) 6 6 6 (b) 

i. 8 10 9 10 
a. 13 4 
—_— 20 15 16 

“2 20 30 21 23 
28 6 40 27 29 

~ 62 59 100 60 63 
530 520 1000 530 540 


(a) Rounded to the nearest whole number. 
(b) Too few judges to obtain 1% of level confidence. 





Table 4 
SIGNIFICANCE LEVELS 
FOR TRIANGULAR TESTS 
(Re-estimated from Harrison and Elder) 





(a) Number of Observers Correctly Identifying 


ee 

At the 5% At the 1% 

Panel Size pe ll + 
eS te 7 8 
12 8 9 
. - . 9 10 
18 10 12 
21 12 as 13 
24 13 15 
27 ; 15 16 

30 16 17 
33 7 19 





(a) Rounded to the nearest whole number. 
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given panel sizes, the tables indicate the number of re- 
sponses necessary for the results to be “significant” and 
“highly significant”. Significant indicates that the differ- 
ence would be expected to occur by chance five times 
in a hundred (P = 0.05 or probability at the 5% level 
of confidence). Highly significant indicates that the dif- 
ference would be expected to occur by chance once in 
one hundred times (P = 0.01 or probability at the 1% 
level of confidence). It is interesting to note that the 
Triangle test requires fewer judges than does the Paired 
Comparison test to obtain the same significance levels. 
Boggs and Hanson (Reference 4) state that “To obtain 
high accuracy, experiments should be designed to: 
(1) minimize within—sample variation 
(2) limit the number of samples and characteristics 
of each that are judged in one period 
(3) submit at one time all the samples for which 
comparative data are desired 
(4) relate experimental samples to control samples 
(5) mask all characteristics except the one under con- 
sideration 
(6) eliminate samples of strong odor or flavor when 
possible 
(7) judge sufficient replicates to show that trends 
can be repeated or replicate sufficiently that data 
can be analyzed statistically. It is also important 
in judging any characteristics that the terms used 
mean the same to all persons. 
To obtain accurate judging it is important to: 
(1) train judges to distinguish differences in specific 
characteristics 
(2) select judges for acuity and consistency 
(3) check performance to determine whether judges 
continue to be acute and consistent 
(4) maintain interest and confidence while avoiding 
prejudice, and 
(5) avoid fatigue by limiting the number and kind of 
samples and factors scored. 
The environment and other conditions of testing are 
recognized as important for accurate results”. 


“If you can measure that of which you 
speak, and can express it by a number, you 
know something of your subject; but if 
you cannot measure it, your knowledge is 
meagre and unsatisfactory”. 


Lord Kelvin 
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@ Brecht Candy Company of Denver is announcing 
a new candy bar, “Triple Treat,” in a novel way—a 
beauty contest designed to find Denver’s most at- 
tractive triplets. Entrants must be under 25 years 
of age, and should send in their photographs, or 
have their friends do so, before June 1. The win- 
ners will be given a weekend at the Broadmoor Ho- 
tel. Second and third prizes are $99 and $30 in cash, 
respectively. Photos should be mailed to the “Triple 
Treat” contest, 1439 Court Place, Denver 2, Colo- 
rado. 





@ Pioneer Ice Cream Division of the Borden Co. 
have been testing the market for their new frozen 
bon bon product. A refrigerated item for grocers 
with cold cases, this is a delightfully refreshing 
frozen dessert covered with a thin chocolate coating. 
Just bite-size there are five pieces to a carton, selling 
for ten cents. The manufacturer suggests them as 
being “just right” for tea time or with after dinner 
coffee instead of dessert. 


@ Cadbury-Fry secured the talents of some of ra- 
dio’s leading personalities for their airways cam- 
paign which was launched on February 18, and 
continued through Easter Week. Featuring the 
products of the company were Jack Sterling, WCBS; 
Bob and Ray, WNBC; Gallagher and O'Brien, 
WMCA;; Art Scanlon, WINS; and George Edwards, 
WQXR;; in daily multiple announcements which 
reached more than two million listeners. 

The radio campaign was supported substantially 
in the business press. For retail outlets, a blue and 
white window streamer with a photograph line-up 
of the participating stars was provided in large 
quantities for the New York Metropolitan Area. 


@ Candyland, Inc., marshmallow firm from Sioux 
City, lowa, has appointed the following brokers: 
Pemberton Brokerage Co., Oklahoma City; V. E. 
Kilers & Co., Indianapolis; Dan M. McHugh Co., 
Cincinnati; Willard & Co., Columbus, Ohio; Brig- 
ham Brokerage Co., Milwaukee; and Meinrath Bro- 
kerage Co., Kansas City, Mo. 


@ Barricini Candies has promoted Wallace Cane to 
Director of Advertising, Public Relations and Pro- 
motion. Mr. Cane’s offices will be in Long Island 
City. He joined the firm as advertising manager- in 
October, 1951. 


®@ Barton’s Bonbonniere has just opened its fifty- 
first store at 572 Eighth Avenue in New York. It 
is estimated that 10,000 people passed through the 
store the first day enjoying free candies at the all- 
day candy party. 
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@ Loft Candy Company has promoted Si Hack to 
Director of Merchandising and Distribution. For- 
merly Chief Supervisor, Mr. Hack serving as mer- 
chandising assistant to Leonard Wurzel, Vice Pres- 
ident in charge of merchandising. 


@ Imperial Candy Co., Seattle, has recently signed 
to sponsor “Chet Huntley and the News,” over 19 
stations of American Broadcasting Co.'s Pacific 
Coast and Rocky Mountain radio networks for its 
Societe Brand candy. Sponsorship covers a weekly 
quarter-hour on Sundays, 8:45 a.m., PST. 


@ Abbott Kimball Co., Inc. has purchased partici- 
pation time in five different television shows in the 
New York market for a campaign of Dairy Box 
Chocolates, a Rowntree Candy import of Drake 
America Corp. 


@ Fannie May Candy Co. has been issued a United 
States patent covering a new package for frozen 
candy. The company succeeded in freezing candy a 
number of years ago, but it was only two years ago 
that they started to develop the idea of retailing 
frozen candy. 

The new patented package completely overcomes 
discoloration and excess moisture in chocolate can- 
dies under all conditions of low refrigeration. After 
a year’s sales tests in various retail outlets, the 
product, under the name of Dorothy Coleman by 
Fannie May, is now in distribution in a number of 
states. 


® William Wrigley, Jr. Co’s Poster Advertising 
has received recognition in the 20th Exhibition of 
Outdoor Advertising Art. The gum manufacturer 
received first and third place awards in the Confec- 
tions Class. 

This competition is sponsored by the Art Direc- 
tors Club of Chicago, and selection is made of the 
“100 Best Posters” used during the previous year. 


@ King Candy Co. of Fort Worth has appointed 
L. C. DeForest advertising and merchandising man- 
ager, and E. J. Robb as head of the sales depart- 
ment. Mr. DeForest comes to King from a New 
York advertising agency, and Mr. Robb from his 
position as fountain division sales manager for Dr. 
Pepper Co., Dallas. 


@ Loft Candy Corp. reached an all time sales peak 
of more than $15,000,000 during 1951, according to 
George R. Frederick, president. Sales in 1951 rose 
about 12% above 1950. 
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National Advertising 
The following National Advertising listings have been The radio advertising table is compiled and arranged 
ae compiled and arranged as an informative service to the by the staff of The Manuracturinc Conrectioner from 
confectionery industry. network and private sources. 
Information on magazine advertising expenditures is These listings have been a regular feature of The 
printed by The Manuracrurinc ConFEcTIONER with the MANUFACTURING CONFECTIONER publications since May, 
special permission of Publishers Information Bureau. 1951. 
< to 
~ - 
‘or- Magazines JANUARY 
1er- 
res- January Total Total 
. Advertiser Magazines Expenditure 1951 1950 
Fred W. Amend Co. ° 
Last advertised in January, 195]...........ccssssesseesesereeeneeeeenneneenenenes $ $ 1,195 $ 5,564 
ned Barracini Candy Co. 
19 Last advertised in April, 195)..............cccccscscsscssssesssessrssnssseressosenes 3,170 8,152 
ar Beech-Nut Packing Co. (Beech-Nut Gum) 
‘ihe American Girl—835; Family Circle Magazine—5S,665; Satur- 
its day Evening Post—18,810..........cssssseseesesessensesenesenenesnsessenseceseeees Total 25,310 112,555 57,520 
kly Blumenthal Bros. 
y EE ie PR ire ee Se RE en OO FOE re 1,250 2,605 6,030 
Blum’s Confectionery 
ee, Wane WEIN ss csniivsesiccccmseesisoesencssensnoestpacienieesnensnnesasaomnvenetnes 328 3,406 
an E. J. Brach & Sons 
1C1- See February, 1952, issue.............ccsccsserscereceerrecserescessesenscesssesssseens 124,897 53,020 
the Brown & Haley Candy Co. (Almond Roca) 
= EU OMSL ceaseless nenaonmmynaeenaiiiinanaaiianeas 21,750 27,567 
. Candy Pack, Inc. (Swedish Mints) 
ike i ces cannons 192 120 
The Cracker Jack Co. (Campfire & Angelus Marshmallows) 
NN QELS NIE ALLA AERA HT 10,415 60,234 54,047 
Cresca Co., Inc. (Lindt Candy) 
ted nee Se ae ae a RET err ee een er 7,575 7,161 
' Cresca Co., Inc. (Pascall Candy) 
en New Yorker Magazine—659; New York Times Magazine— 
ya ©“ preacher ce A et ATS Ee OT, Total 1,451 3,981 
Crosse & Blackwell, Inc. (Kieller's Candy) 
SO eee. SIE, UII ss satclelastapeneseuivavbnebonemenesictenraneaenayienenens 8,417 9,167 
ng Curtis Candy Co. 
Scholastic Magazines—3,850; Better Living—$,475.........cscssee Total 9,325 113,308 29,702 
DeMet's, Inc. (Turtles) ° 
1es ST LL sctar plursaiiscidiepenieemtapnesitenaialadaliaaannisind 25,980 3,500 
in- Flavour Candy Co. 
i II cas scoaniassnasigeinhceanpmpenneslandenbenmastbeiionn 455 3,645 
ter Frank H. Fleer Corp. (Fleer’s Bubble Gum) 
he Collier’s—1,143; Life—4,970; Look—2,990; Saturday Evening 
hy EE | SD ERE ore Sean anne Oe Pee ee naN SY eRe, Total 10,803 72,720 
- John O. Gilbert Chocolate Co. 
ot ES SE Oe ORO RES TOO 4,840 3,300 
H. Hamstra & Co. (Droste Chocolates) 
I TO I ee 2,411 
Henry Heide, Inc. 
ne Life—2,485; Saturday Evening Post—1,700.........ccccccssssesesssseesesees Total 4,185 57,300 57,985 
- The Kroger Co. 
ol See January, 1952, issue 2,460 
‘er Liberty Orchards Co. (Aplets, Cotlets) 
c- See February, 1952, issue 499 
Life Saver Corp. 
Life—26,900; Look—15,290; Saturday Evening Post—18,810 Tetal 61,000 465,565 336,245 
C- Mars, Inc. 
I aa a aD En oo sasicanpnandonehduabbotenisatntiuenatausiaiihe 10,160 178,330 144,154 
he National Dairy Products Corp. (Krait Caramels) 
ir. NED SII UE TOI, BIN onliietndstecvnsnondesivnssatenenbdertbcincbdenrenavessseee 61,300 70,375 
New England Confectionery Co. (Necco Candies) 
I, esiccumicnloanaabiin 155,980 89,680 
ed Pangburn Co. 
"a Esquire—650; Holiday—S85; Look—1,495..........ccccscsessesssessessseeeeneees Total 2,530 6,420 
Peter Paul, Inc. (Mounds & Almond Joy bars) 
t- Gee Re See ee 272,217 222,929 
w Planters Nut & Chocolate Co. 
: a 2 «cleus ipansabulioanneaaien 2,210 170,398 194,831 
1S Thomas D. Richardson Co. 
1, 7 RL sinlbeinbibabebrnibeteueonesonclounte 67,130 102,005 
Rockwood & Co. (Rockwood Wafers) 
Saturday Evening Post—3,365; Parade—2,515.......ccccsssssessseeeseeeeees Total 5,880 119,685 144,606 
Safeways Stores, Inc. (Roxbury Candy) 
ik CEES IE Ean LONE Re Cee 11,700 
10 Frank G. Shattuck (Schrafft's Chocolates) 
RU ERE Ree oe RE Te 77,330 
s¢ Sophie Mae Candy Corp. 
es 563 23,729 2,421 
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Russell Stover Candies 








I a cncibeesin oe nicenedions 9,625 
Sweet Candy Co. 
ES RS RE are ee ee 700 1,400 
Sweets Co. of America, Inc. (Tootsie Rolls) 
See January, 1952, issue...........ccssessseseeee 43,659 57,960 
Switzer’s Licorice Co. 
Everywoman’s Magazine—790; Look—1,142; Saturday Eve- 
NN rE EY ceriinssccnleininics te cibidins Bisblladibdipiahdheaibaaninentvabsneeseseneieenesedees Total 3,164 47,150 38,355 
Vernell’s Fine Candies, Inc. 
a a A oo. esisecapitnllas 2,485 2,485 
James O. Welch Co. (Coconut bar & Mint Patties) 
I OS  acnibbomsevoceiuovecneions 164,934 104,670 
Stephen F. Whitman & Sons, Inc. 
i oc heasinsiebeiishnpebiaceaceosveston 18,810 398,230 408,005 
Wilbur-Suchard Chocolate Co., Inc. 
I a sclpebentadbeatonniobanee 44,400 
R. C. Williams & Co., Inc. (Tobler Candy) 
Gourmet—38; New Yorker—472; Town & Country—138............ Total 648 5,753 
William Wrigley, Jr., Co. 
Better Living—3,860; Everywoman’s Magazine—3,450; Family 
Circle Magazine—7,133; Parents’ Magazine—3,850; To- 
day’s Woman—2,200; Woman's Day—7,383.........cccccccscccsssessees Total 27,876 295,020 198,361 
Zion Industries, Inc. 
Rane UNIS Be I, TU cisscccescicocsincvestjecscdadesscecsveinesséneneesicuntcie 105 
Total Magazine Advertising Expenditure......................0cccccccccecccceuseesscesseeseces $198,393 $3,251,795 $2,442,477 
e i * 
Radio and Television FEBRUARY 
No. of 
Sponsor Network Stations Time 
TE oe eee ee ED eye ABC-TV 5 4 30-min. shows 
NE UI... sn vonesenascsenpsbutesubuntrescessoases ABC 251 4 30-min. shows 
232 4 30-min. shows 
265 4 15-min. shows 
Mutual 525 4 5-min. shows 
ne. ccacsnesscapnimeinatoaaminniah Dumont-TV WABD (Local) 1 min. spots 
I i siscicsveecsnasonsoscxsvscosseresabenbencsneionashons NBC-TV WNBT (Local) 4 15-min. shows 
Hollywood Candy AIRF ECSIRE ID Rae 2 nent enn ae ABC-TV 28 2 30-min. shows 
aa cnonscisibisserentcososscesjesinsubialeclibesseeoners Dumont-TV 31 4 30-min. shows 
Taga aecdsskdspecovinesbasnneaiiiptinndteesntoinsnvmbbetseianenit Mutual 541 13 15-min. shows* 
532 4 15-min. shows 
I a CBS-TV 25 4 30-min. shows 
ABC-TV 50 4 30-min. shows 
CBS 153 4 30-min. shows 
atic ialcipianlavtcdiebiastanenmlcncascsasesieroin Govehcvoicedseaaeepibabuienbetene NBC-TV 42 8 15-min. shows* 
EE ee ae PONE Rem er nae ee CBS 14 13 10-min. newscasts 
NBC-TV 39 4 15-min. shows 
ES LA IRD ABC-TV 21 4 15-min. shows 
PN I I go ex sesercosecewsasnocescnsésrernsinbsacsbibovenceteseves Mutual 515 4 30-min. shows 
a i cschanssconnencboreseviuasieianbanmnesneiiatese CBS 179 4 30-min. shows 
186 4 30-min. shows 
CBS-TV 9 4 30-min. shows 


*Program is co-sponsored 





“Successful Prize Contests” reveals the whys and 
wherefores of this appealing type of promotional 
tool. Lester M. Cone, Jr. and Zenn Kaufman, who 
are co-authors, have drawn liberally on the ex- 
periences of others and their own knowledge to 
show how it’s done. 

Almost half of the book’s 567 pages deals with 
44 complete case studies of outstandingly success- 
ful contests. 

Published by Prentice-Hall, Inc., 70 Fifth Avenue, 
New York 11, this book is a practical guidance for 
each step in the planning and running of a suc- 
cessful trade or consumer contest. 


“Selling to Industry” is the title of a new book 
just published by the Industrial Press, 148 La- 
fayette Street, New York. Authored by Bernard 
Lester, Consulting Management Engineer, this 
book is written to cover the problems encountered 
in selling machinery, industrial equipment and serv- 
ices, and the solutions which have been found to 
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be most effective. 

This compact, pocket-size book contains short 
easy-to-read articles and many case histories to 
illustrate the points covered. The author writes 
from his experiences as sales executive for West- 
inghouse Electric Corporation, lecturer on sales 
engineering and marketing, and as a consultant on 
marketing and selling. 





® According to the Bureau of the Census, estimates 
of manufacturers’ sales of confectionery and choc- 
olate products for January 1952, were $89,247,000, 
one per cent below January of last year. Sales of 
Manufacturer-Wholesalers showed a decrease of 
seven per cent from December, 1951, and less than 
0.5 per cent change from January 1951. Chocolate 
manufacturers showed an increase of 31 per cent 
from December 1951, and a decrease of seven per 
per cent from January 1951. 
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Hans’ Diary 


Hans Dresel 


This will be the last 
insertion of these inter- 
esting letters from Hans 
Dresel, conference 
chairman of PMCA 
and Felton representa- 
tive. Hans is home now—back in the U.S.A. THE 
MANUFACTURING CONFECTIONER has been 
happy to bring this series to it’s readers. And al- 
though we shall miss your reports, Hans, we want 
to say “Welcome home!” 





Amsterdam, Holland 


January 31—The “Vakgroep Suikerwerk—en Choc- 
oladverwerkende Industrie” represents the Dutch candy 
industry the same as N.C.A. represents the industry in 
the United States. Mr. Wellman, for 30 years secretary of 
the association, ably guides their affairs. They have 360 
members. The consumption of confectionery (without 
solid chocolate) is 844 pounds per year per capita. 

The pay for an experienced man is approximately 60 
guilders ($15.78) per week. Only about 10 of the manu- 
facturers employ the service of a trained chemist or tech- 
nologist. The association maintains educational places in 
various cities of Holland at which men employed by the 
industry can attend lectures 4 hours per week for one 
year. 

The “Ondervakgroep Suikerwerkindustrie”, Afdeling 
Research, is the research department of the Dutch Con- 
fectioners Association. Mr. C. Nieman is in charge of this 
project and inasmuch as they started their work only 
recently, very little information is available. Mr. Nieman 
assists Prof. B. C. P. Jensen in the analytical evaluation 
of glycyrrhicinic acid found in licorice. This seems to 
have a hormone like activity and might be used favorably 
to combat certain diseases. They also work on the fortifica- 
tion of candies with certain vitamins. 

Amsterdam seems to have an exceptionally large num- 
ber of candy stores, and it is not uncommon to find two 
and three stores in a city block. The merchandise dis- 
played is of the highest quality and beautifully presented. 
One finds many Swiss manufacturers represented, al- 
though the domestic manufacturer is in great majority. 
Chocolates and baked goods are frequently sold at the 
same business establishment. 


Paris, France 


Mr. Jean Vialla, secretary of the “Union des Chambres 
Syndicales Nationales des Chocolatiers, Confiseurs, Fab- 
ricants Detaillants et Artisans de Chocolaterie et de Con- 
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fiserie’’, arranged for me to meet with a few prominent 
manufacturers in and near Paris. Mr. Vialla told me that 
the French candy association has approximately 1000 
members, 200 of which manufacture chocolates and 800 
candies. The consumption in France is only 5 pounds of 
confections per year per capita. The pay for an experi- 
enced candy man is approximately 180-200 francs per 
hour (53c-58c). In addition to this the manufacturer 
has to pay 30-40% for social benefits. 

In Arcueil s/Seine the association maintains a labora- 
tory under the guidance of Mr. Jean Vollaire-Salva. The 
laboratory is located in a most picturesque building, 
formerly the hunting lodge of Blanche de Castille, a 13th 
century French queen. The equipment is definitely not 
quite so old. Mr. Vollaire is primarily conducting analyti- 
cal work for the members of the association and inasmuch 
as he has only one assistant, very little time for research 
work is available. 


With the exception of vanillin, mostly natural flavor 
ingredients are used in France and it is interesting to 
note that the use of coumarin is entirely prohibited. They 
also are not permitted to use starch in the manufacturing 
of confections; it is used only as a moulding medium. 

The types of candy manufactured in France are quite 
different from those made in the U.S.A. A satin finished 
hard candy seems to be little known but as in England 
most candies are individually wrapped in one or two 
wraps. The variation of hard candies is much smaller 
than we are accustomed to and they are sold usually in 
groceries and bakeries. The chocolates sold are of highest 
quality, most beautifully packed in handmade boxes, 
which are pieces of art by themselves. For fillings a 
great variety of liqueurs are used and a liqueur filled 
candy seems to be the favorite of the parisian consumer. 


I am told that the French consumer insists on a con- 
tinuous change in design of package, shape and colour 
of the finished candy which makes it quite impossible for 
the average candy manufacturer to streamline his produc- 
tion. 


Germany 


March 3—Germany after losing the eastern part of the 
country still has more than 50 million inhabitants. 

The candy and chocolate industry in step with others 
made a strong comeback, and today Germany has over 
700 candy factories and 80 factories manufacturing 


ie 
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Mrs. Dressel enjoys Sunday Market 
at Open Air Candy Booths in Paris. 
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chocolate. 

Most manufacturers located originally in the eastern 
(Russian) zone moved their plants to the western zone, 
and now manufacture in new plants or use their old trade 
names and have their products made by other manufac- 
turers. Only about 3 or 4 plants remain in the eastern 
zone, manufacturing rather small quantities at a much 
lower standard of quality than the manufacturers in the 
western part of Germany. As in other European coun- 
tries the manufacturer of chocolate coating also manu- 
factures chocolate candies and competes with his cus- 
tomer for the same market. 

The workers in the candy industry in Germany receive 
about the same in marks and pfennigs as our workers 
receive in dollars and cents. Where we pay $1.50 per 
hour the German manufacturer pays 1.50 Deutsche Mark. 
In the East Zone (Russian) the same applies for the East 
Mark. The worker in the East Zone will receive 1.50 East 
Mark. But the East Mark is only worth 4 of the West 
Mark. 

The scientific development for the candy industry is 
in the hands of Dr. Rudolph Heiss of the Institute for 
Food Technology (Institut fur Lebensmitteltechnologie ) 
in Munich. This Institute, founded in 1941, uses at the 
present time the service of 13 qualified scientists. The 
Institute provides 14 laboratories some of which are 
climatised and usable for temperatures of 106° F. above 
to 2° F. below. Apparatus for practical pilot work and a 
fast growing library on technical subjects subscribing to 
about 100 domestic and foreign trade papers are avail- 
able. 

Lehigh University research has Rudy Kroekel and the 
Institute of Food Technology in Munich has Dr. Eugene 
Miller. Dr. Miller, the same as Rudy Kroekel, takes an 
interest in the research affairs of the candy industry in 
a most unselfish manner. 

The candy industry in Germany is vastly interested in 
the work done by us at Lehigh University, the different 
governmental and private institutions, and will cooperate 
with our scientific workers in any way possible. 


Zurich, Switzerland 

I made a short stop at Zurich where | had the pleasure 
of seeing the Lindt-Sprungli Chocolate plant. They are 
one of the largest chocolate manufacturers in Switzer- 
land and are as modern as any plant in the United States 
or Europe. Their sanitary standards are commendable. 
This organization has a most democratic way in its re- 
lation to its help. Women with small children can bring 
them to the factory where they are cared for in a nursery. 
Their pay is in relation to their circumstances. The pay 
is about 2.00 Swiss francs per hour (50c) for experienced 
help and in relation to the cost of food and other com- 
modities, the workers in Switzerland seem to be better 
off than in the other countries | visited. 

Dr. Cesar del Boca, chief chemist of Nestle in Vevey, 
showed great interest in the work done on the standard- 
ization of chocolate tests. Dr. Boca of Nestle’s and Dr. 
Sprungli of Lindt’s offered their full cooperation to our 
chemists in charge of the different chocolate laboratories. 

ue * * 

This finished my European trip. I received a most 
cordial welcome and want to thank my friends at home 
and in Europe for the great help I received. 
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Conventions -- Meetings 


April 1-3—Point-of-Purchase Advertising Institute, 
annual symposium, Waldorf-Astoria hotel, New 
York City. 


April 1-4—American Management Association, 21st 


National Packaging Exposition, Atlantic City 
Auditorium, Atlantic City, N. J. 

April 15-17—Research and Development Associ- 
ates, Food and Container Institute, fifth annual 
meeting, Palmer House, Chicago, III. 

April 22—Association of Consulting Chemists and 
Chemical Engineers, Inc., General Symposium, 
Hotel Belmont Plaza, New York City. 

April 23-May 4—International Sugar Exhibition, 
R. A. I. building, Amsterdam, The Netherlands. 

April 24-25—Sixth Annual Pennsylvania Manufac- 
turing Confectioners’ Association Production 
Conference, Lehigh University, Bethlehem, Pa. 

April 28-30—American Oil Chemists’ Society, 
spring meeting, Shamrock Hotel, Houston, Texas. 

May 5-8—Greater Chicago Safety Council, 29th an- 
nual Midwest Safety Show, Congress hotel, Chi- 
cago, Illinois (Program on safety in confectionery 
plants scheduled for afternoon session, May 8.) 

May 5-16—British Industries Fair, Earls Court, 
London, England. 

May 11-l14—National Paper Box Manufacturers 
Association, 34th annual convention, Drake Ho- 
tel, Chicago, III. 


May 18-21—National Candy Wholesalers Associ- 
ation, annual convention and confectionery expo- 
sition, Palmer House, Chicago, III. 


May 25-28—Flavoring Extract Manufacturers’ As- 
sociation, 43rd annual convention. Edgewater 
Beach hotel, Chicago, Illinois. 


June 1-4—Associated Retail Confectioners, annual 
convention, Drake Hotel, Chicago, III. 


June 1-5—National Confectioners’ Association, 69th 
annual convention, Conrad Hilton Hotel, Chicago, 
Illinois. 


June 19-21—Southern Wholesale Confectioners As- 
sociation, 29th annual convention, George Van- 
derbilt hotel, Asheville, N. C. 


June 19-21—Pennsylvania Manufacturing Confec- 
tioners’ Association, 41st Annual Meeting, Galen 
Hall, Wernersville, Pa. 

July 5-19—The Food Fair, London, England. 


August 12-14—Western Packaging and Materials 
Handling Exposition, Shrine Convention Hall, 
Los Angeles, California. 


September 14-17—National Automatic Merchandis- 
ing Association, annual convention, 
House, Chicago, Illinois. 


October 18—Sweetest Day 


Palmer 


October 28—Association of Consulting Chemists 
and Chemical Engineers, Inc., annual symposi- 
um, Hotel Belmont Plaza, New York City. 
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Cut Your Candy Manufacturing 


Cost With 
CURRIE Equipment 


e CURRIE AUTOMATIC STARCH TRAY FEEDER 


A safe, sanitary, and labor 
saving unit for your mogul. 
Takes complete stack at a time, 
deposits one tray at a time on 
mogul chain. Provides continu- 
ous production flow. 




































e CURRIE AUTOMATIC STARCH TRAY STACKER 


Will give you increased production, elimination of hand stacking, 
reduced tray breakage, and improved sanitation. Can be used with 
Bausman, National, Greer, or any other type system. 
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CURRI E a COMPANY 


Main Office & Plant: 1150 Walsh Avenue, Santa Clara, Cal. 
Chicago Office: 9411 Central Park, Skokie 















Photograph of Sunshine Biscuit Co.'s New Plant. 


SUNSHINE’S YEW MODERN HOME 


Planned and designed by their own engineering staff, the new 
Kansas City, Kansas, plant houses the latest developments for the 
manufacture of the Company’s candy and biscuit itefhs. An out- 
standing feature of the multi-million dollar building is its lighting 
and air-conditioning throughout. Working with Sunshine staff en- 
gineers were representatives of the Dravo Corporation. 


By M. C. HALEY, B. B. REILLY 
and P. C. STEPHEN 


ESIGNED by their own Engineering Department. 
the new ultra-modern plant of Sunshine Biscuits. 
is symbolic, for it is flooded with light. The new build- 


ing has five floors in the center section, is 1200 feet 
in length, and has 2000 metal frame windows contain- 
ing 7000 panes of glass. Each pane is glare-proof and 
heat-absorbing, a unique and practical feature, since the 
plant is completely air-conditioned and no windows 
need to be opened for ventilating. 

About 1200 employees are at work in this new struc- 
ture which is equipped with a completely automatic 
combination air conditioning, cooling, and heating sys- 
tem. This system was designed not only to control the 
temperature and humidity for the employee’s comfort 
but also for production control on the various manu- 
facturing processes. 

The most sanitary conditions obtainable were designed 
into this building. For example, all the air in the build- 
ing is constantly filtered where production or office space 
is involved. The inside walls are faced with glazed tile 
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which is easy to clean and the ceiling and columns are 
coated with a high gloss white enamel paint. 

The ductwork that distributes air from the heating 
and conditioning units throughout the plant is fabri- 
cated entirely of aluminum. Fifty tons of sheet aluminum 
were used for the ductwork, aluminum being readily 
available at the time of construction. 

Many unusual engineering features were designed into 
the air conditioning, cooling and heating systems by 
Dravo Corporation, Pittsburgh, who supervised and in- 
stalled all the mechanical equipment. Probably the out- 
standing feature is the way cool well water is used effli- 
ciently in the cooling and air conditioning systems. ‘here 
are several basic functions for each of these systems. 
They are: 

1. Comfort Air Conditioning (General Of- 
fices, Cafeteria, ete.); Year "Round 72 
to 78° F; 50% Relative Humidity. 

2. Air Conditioning for Manufacturing Proc- 
esses (Production Area of Plant); Year 
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"Round Vary from 65° F. at 40% RH 
to 82° F; 50% Relative Humidity. 

3. Cold Storage Air Conditioning (Raw Ma- 
terials for Production) ; Year "Round 20°, 
35°, 45°, and 60° F. 

4. Humidification for Manufacturing Proc- 
esses; Year "Round 80° F. 80% Relative 
Humidity. 

The 54-degree F. well water is pumped from four 
90-foot gravel-packed wells, which are adjacent to the 
main building, to a combined pump house-filter plant 
located on the west end of the property. Two Proquip 
Iron Removal Units, manufactured by Walker Process 
Equipment, Inc., are installed to reduce the iron content 
of the well water to .3 ppm. The process consists of 
spraying the well water over finely ground anthracite 
coal at the top of two vertical concrete filter tanks 19 
feet in diameter and 11 feet high. After the water has 
passed through the filter by gravity it is then stored in 
a 70,000-gallon concrete tank located under the filter 
plant. The iron content of the water is high and in a 
normal eight hour day, 235 pounds of iron are removed. 
Without iron removal, the water would be unusable in 
cooling coils and condensers. 

Three DeLaval centrifugal booster pumps, with rated 
capacities of 950, 1150 and 1350 gallons-per-minute, 
are then employed to force the water into the well- 
water circulating system in the main building. 

The booster pumps are controlled by an Automatic 
Control Company special pressure-actuated control to 
start and stop the pumps in sequence to simulate the 
effect of a stand-pipe and to give volume control as the 
demands for water change. 

The pumps are primed continually and automatically, 
using electrode type controls with the vacuum being 
formed by a Nash vacuum pump with an ejector, water- 
pressure operated, as a standby. 

About 3000 gallons of well water flow each minute 
through the many miles of piping in the well-water 
circulating conditioning system. This is enough water 
to supply a city of 35,000 people. The treated well water. 
without further refrigeration, is used as the cooling 
agent for most of the comfort air conditioned spaces. 
a load of 700 tons of refrigeration. 

In addition to serving as the direct cooling agent in 
the comfort air conditioning systems, the well water 
has other uses. In the basement of the main building 
there is a 30,000-gallon concrete reservoir which supplies 
the necessary water for the condensers in the main and 
auxiliary water chillers. This reservoir is supplied from 
the well-water return line by pneumatically-operated 
valves actuated by two floated level controls in the reser- 
voir. Between the reservoir and the return well water 
line there is a bypass set to bleed 100 GPM from the 
well water line so that at least one of the booster pumps 
will be in continuous operation. This insures filling 
the condenser water reservoir at such times as the coil 
cooling requirements might be low. Conversely, a high 
level overflow in the reservoir allows drainage to the 
sewer when the condenser water requirements are less 
than what is needed for the well water cooling coils. 

The two 350-ton York compressors can cool 865 gal- 
lons of ethylene glycol brine per minute from 38 degrees 
to 30 degrees F. The compressors are used in conjunc- 
tion with the cooling cycle for the ethylene glycol brine 
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Booster Pumps for 
well-water system. 
Fire pump at right. 


View of one of the 
rooms for drying 
starch trays. 


Two Dravo heaters 
keep liquid sugar 
and corn syrup at 
correct temperature. 


Filtered conditioned 
air through large 
duct in candy de- 
partment. 


Filtered air through 
this duct serves the 
dough cutting de- 
partment. 


Roof ponding for 
evaporative cooling. 
Excess well water 
makes 3-inch lake. 
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used in the chilled water system. The two condensers 
are supplied with well water from the 30,000-gallon 
reservoir by two DeLaval 1100-GPM pumps delivering 
against a 25-foot head and driven by 10-HP motors. 
The well water is also used for cooling in the auxiliary 
condensers for the cold storage room air coolers by a 
50-GPM pump. 

Freon-11 is employed as the refrigerant in the main 
chillers. Their 300-HP General Electric synchronous 
compressor motors are equipped with speed increaser 
gears. Three 1000-GPM pumps driven by 30-HP motors 
supply the chilled brine piping system against a 95-foot 
head. All chilled brine piping is insulated with ice 
water thick cork and the brine cooling units are insu- 
lated with two-inch cork and asbestos cement finish. 

The well water stored in the 70,000-gallon reservoir 
under the pump-filter plant is also used as a stand- 
by water supply for the fire pump which is connected 
to the stand-pipe and sprinkler system. In order to guar- 
antee an available water supply for the automatic fire 
pump, the booster pump suction line extends down into 
the reservoir to just the 28,000-gallon level. This leaves 
the balance of 42,000 gallons of well water available 
for immediate use in case of a fire. The controls are 
so arranged that the booster pumps are automatically 
de-energized when the fire pump starts operating. This 
gives further assurance of additional water in the reser- 
voir in case of an emergency. The fire pump is driven 
by a 75-HP motor and is rated at 1000-GPM against a 
230-foot head. 


Another important function of this well water is as 
a cooling agent on the flat roof of the main building. 


Are you getting your share of 


SAVINGS ano SERVICE 
made possible by BURRELL belts 


Actual operating figures prove that Burrell candy belts wear longer, 
perform better and give the finest results. These are the hardest work- 
ing and finest belts obtainable and because of their quality will give 
complete satisfaction and make possible sizable savings. This combina- 
tion of facts is worth investigating. See what a real job Burrell belts, 
recommendations and service can do for you no matter what your 


candy belting problem might be. 


IF IT'S BELTING, WE HAVE IT! 
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————, 


M. C. Haley, Chief Architect and Construction Engi- 
neer—Sunshine Biscuits, Inc., Dayton, Ohio 

B. B. Reilly, Manager, Air Conditioning Department 
—Dravo Corporation, Pittsburgh, Pennsylvania 

P. C. Stephen, Sales Engineer, Cleveland Office— 
Dravo Corporation 











This “lake”, approximately three inches in depth, has 
a storage capacity of about 225,000 gallons. This method 
of evaporative cooling is particularly practical for re. 
ducing the temperature on the large roof area over the 
main building. 

The availability of natural gas gave Sunshine Bis- 
cuit’s management a very economical fuel for space and 
production heating. It was decided to use 33 direct- 
fired Dravo “Counterflo” warm air space heaters. Be- 
cause these heaters could also be fired by oil, 27 units 
were equipped with combination burners so that con- 
version in an emergency could be made with no delay. 
This would permit the use of gas entirely for baking 
in event of temporary curtailment. The stand-by fuel oil 
is stored in a 20,000-gallon tank outdoors. 

It is estimated that the use of these direct-fired space 
heaters instead of a conventional boiler plant and steam 
distribution for the heating application, resulted in a 
very substantial dollars-and-cents saving. The heating 
and cooling requirements for this building presented a 
challenging engineering problem, for the various space 
design temperatures range from 20 degrees to 140 de- 
grees F. This does not include the process heat required 
for baking and cooking. 


A pneumatic system of automatic controls has been 








ty Plasticoat Cooling Tunnel Belting 
and Plaques—Single Texture, 
Heavy Duty or Very Thin Thintex 
Plaques 


% Crack-less Glazed Enrober Belting 


% White Glazed Enrober Belting 
Double Texture—Single Texture; 
Double Coated 


% Caramel Cutter Boards and Belts 


% Bottomer Belts (Endiess—Treated 
and Untreated) 


% Feed Belts (Endiless—Treated and 
Untreated} 


% Packing Table Belting (Treated 
and Untreated) 


% Innerwoven Conveyor Belting 
¥%& Batch Roller Belts (Patented) 
*% Wire Belting 

% Vee Belts 


% Hose (Air; Water; Steam; Oil; 
Creamery) 
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a TILTING MIXER 
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. Model F-6 
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ect Years of Experience Has Led to The 

Be- 

nits Production of This Machine 

con- 

= The Savage Patent Tilting Mixer is a marvel of 

| oil strength, durability and convenience. Now constructed 
with bevel gears totally enclosed. Unequalled in its 

pace adaptation to the requirements of the candy maker. Time 

eam and labor saving. It is standard of quality and performance 

na for the Candy trade. 
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Direct Motor Drive—Totally Enclosed Bevel 
Gears—Roller Bearings—Oil Seal 


The Savage Patent Tilting Mixer 


is the very best steam kettle and mixer 


; made for the manufacture of caramel, 
] fudge, nougat and products that will 
. pour. Also recommended for heavy stiff 
; batches such as Jap cocoanut and cocoa- 
, nut mass. 


Made in following sizes: 


35 gal. with copper kettle 
50 gal. with copper or stainless kettle 





Further information and prices on 


request Tilted position with improved agitator. Clearance sufficient for 
thermometer. 


SAVAGE BROS. CO. 


M. A. Savage, President * Richard J. Savage, Jr., Vice President 


Since 1855 








2638 GLADYS AVE. CHICAGO 12, ILL. 
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provided for the many systems described. In order to 
simplify and standardize the control systems for the 
diverse requirements, it was decided ‘that all control 
requirements could be analyzed into five functions which, 
in various combinations, would satisfy the needs of any 
system. These functions are as follows: 

Function No. 1 provides for the control of outdoor 
and recirculating dampers through an electro-pneumatic 
switch connected to the fan motor, a gradual switch to 
position the dampers when the fan is in operation, and 
a safety thermostat to prevent freezing of water coils 
during freezing weather. 

Function No. 2 provides a direct-acting room thermo- 
stat which controls a reverse-acting valve in the water 
supply to the well-water cooling coils. 

Function No. 3 provides a reverse-acting type room 
thermostat to operate a three-way valve controlling the 
supply of chilled brine to the cooling coils. 

Function No. 4 provides a reverse-acting humidistat 
which, by working through a direct-acting cumulator. 
operates a three-way valve to increase the flow of chilled 
brine through the cooling coil when dehumidification 
is required. 

Function No. 5 provides a reverse-acting gas valve or 
the electro-pneumatic switch on a space heater to pro- 
vide reheat when reheat is necessary due to humidity 
control requirements. 

The general offices which occupy about 13,200 square 
feet of the first floor are kept at 78 degrees F. in the 
summer and 72 degrees F. in the winter at not to exceed 
50% relative humidity. The equipment for heating and 
air conditioning this office area is located in a basement 
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mechanical room. A 12,000-CFM fan discharges con- 
ditioned or heated air into a system of ductwork which 
is concealed behind acoustical tile. The air is then dis- 
tributed into the offices through ceiling diffusers. 

A Dravo heater furnishes the necessary high tem- 
perature space heating for each of the three storage 
rooms in the basement of the building. Temperatures 
of 100, 115, and 120 degrees F. are required in each 
room to keep such items as syrups, lard and other in. 
gredients fluid so that they can be pumped through 
piping to the manufacturing areas. One Dravo space 
heater, operating on 100 per cent recirculated air, main- 
tains the desired temperature for the ingredients stored 
in each room. 

On the second floor there are three rooms for drying 
starch trays and each of these rooms is kept at 140 
degrees F. by individual Dravo heaters, each having a 
capacity of 400,000 BTU’s per hour. Air is discharged 
into the rooms at high velocity through duct openings 
at floor level. A return air duct to the heaters runs over- 
head on the centerline of each room. 

Another large basement storage room is kept at 60 
degrees F. by four air cooling units discharging into 
aluminum ductwork. Cellophane storage, occupying 
about 2800 square feet, is constantly kept at 70 degrees 
F. with 35% relative humidity by two individual ceiling- 
mounted air cooling units equipped with steam reheaters 
to control the humidity. 

There were several additional economical advantages 
in using direct-fired space heaters in this plant. The 
problem of carrying a large stock of replacement spare 
parts was simplified as all the space heaters are of the 


CHOCOLATE MIXER EFFICIENCY 


If you're looking for faster melting, faster mixing, 
and faster development of flavor . . . if you want 
simplified, dependable operation . . . if you want 
more efficient, less costly chocolate mixing, get all 
the facts about the Stehling Horizontal Cylindrical 


Chocolate Mixer today. 


Made in three sizes to meet every requirement and 
to the most exacting standards for longest, continu- 
ous, most economical service. If you want top efh- 
ciency in chocolate mixers, make sure it’s Stehling 


and be sure! 


CHAS. Wl. STEMLING CO. 


1303 N. FOURTH STREET + MILWAUKEE 12, WISC. 


Factory Representative: R. S. and G. B. Hislop 
1517 Grange Ave., Racine, Wisc. 
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AME Rose LS.T. Twist Wrap Com- 
bination Machine wrapping lollipops. 





Who Bie 


A A AT 
CANDY PIECES AND POPS on one machine 


STEP UP YOUR SALES with attractive fan tails on your irregular shaped candy pieces 
AND lollipops. The AMF Rose I.S.T. Twist Wrap Combination Machine 
wraps BOTH. It twist wraps up to 160 irregular shaped pieces per minute 
with eye-catching fan tails at both ends...or up to 110 pops per minute with 
fan tail tops and heat sealing along the stick. 


INDIVIDUALLY WRAPPED CANDIES will increase impulse buying. Colorful wraps 
seal out dirt and moisture and protect against handling, yet produce attrac- 
tive, appetizing displays with brand identification on each piece. 


WRITE Mr. B. L. Ahrens for complete specifications, price and delivery on the Rose I.S.T. 
Twist Wrap Combination Machine and Horizontal Automatic Batch Roller 
and other Rose Candy Machines. 


AMF DOES IT BETTER—AUTOMATICALLY! Since 1900 
AMERICAN MACHINE & FOUNDRY COMPANY, 511 Fifth Ave., New York 17, N. Y. 
West Coast Sales & Service Headquarters, 1258 Mission Street, San Francisco 3, California 
Southwest Sales & Service Headquarters, 2106 Irving Boulevard, Dallas 2, Texas 
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FOR THE ARMED SERVICES 
We are contributing to the na- 
tion’s defense program by pro- 
viding a large part of our in- 
creased production facilities for 
building precision armaments. 
Civilion orders are filled on a 
reasonable time basis only. 








Write for 
illustrated 
brochure. 








HUDSON-SHARP MACHINE CO. ¢ GREEN BAY. WIS 





New York Office: 55 W. 42nd St. 


Wraps single or multiple units per package with equal 
ease and speed — no matter how irregular the shape — 
how fragile the product. 


Wrapper. Dependent upon the product, this amazing 


package with irresistible sales appeal . . . Labels are 
accurately spotted and product is not crushed, broken or 


such as glassines, cellophanes, foils, etc., for use with 


cases, only one operator to feed and one to pack are 


«--On this Modern 
HIGH SPEED WRAPPER 


Your production increases rapidly with the Campbell 
machine wraps from 80 to 150 units per minute — 
with some users reporting as high as 180! Highly 
important, too, it produces a neat, square-cornered 
dented — because it is “float wrapped”, In most 


required. Machine uses wrap materials of all types, 


or without stiffeners, as desired. It comes with 
Straight, L or Hopper type feed. 








IT’S THE NEW 
FREIMAN 
Hand Roll 


Cream 








The average candy shop. Makes 
uniform centers. Great labor 
saver and at a price you can 
afford. 


Write now for free information 








CONFECTION MACHINE SALES CO. 
27 W. Van Buren, Chicago 


Name 
Street . 
City 
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same design and manufacture. Thus, by standardizing 
on one style heater, the annual expense for maintenance 
was reduced. Space heaters also give the added ad- 
vantage of a de-centralized heating system which reduces 
the risk of a major breakdown. This type of heating 
system confines any maintenance to a limited area, thus 
assuring continuous production. Another advantage to 
using direct-fired space heaters in this plant is that sea- 
sonal process manufacturing can be accomplished by 
using only a selected number of the heaters installed if 
desired. This can result in a substantial saving in oper- 
ating expense because the input fuel requirement is 
reduced directly with load requirement, there being prac- 
tically no distribution or standby losses. 


Several of the space heaters were designed into the 
air conditioning system as an integral part and, in such 
cases, the standard internal fans of the heaters were 
removed because the air conditioning system fans fur- 
nish the necessary air. One exception to this is in the 
cafeteria where a 12,000-CFM fan (within the heater) is 
used to move the cool and heated air in the duct system. 
Each heater is designed with a stainless steel combus- 
tion chamber which enables rapid transfer of heat to 
the air being heated. The use of stainless steel also elimi- 
nates the problem of corrosion from moisture-laden air 
passing over the outside heating surface of the combus- 
tion chamber during the cooling cycle. In the opinion 
of the authors, all of these engineered features designed 
into the air conditioning, heating and cooling systems 
are in no small way responsible for this new Sunshine 
Biscuits Building being considered: “One of the most 
modern plants of its kind in the world”. 


THE MANUFACTURING CONFECTIONER 

































‘ 


t 


constr 
with 

Coate 
for cc 
out hi 
any 0 


a ohn ah 





™“~ 


GREER COATERS for heavy ot 
duty usage at minimum main- 
tenance. Produces smoother, 
more uniform coating . . . higher 
gloss . . . longer shelf Kf . Recog- 
nized as the world’s standard 
for high quality, high produc- 
tion coating. 


ca CHOCOLATE MELTING AND 
TEMPERING KETTLES available in 
several sizes, 500 to 10,000 
a capacity, mild or stain- 
ess steel, water-jacketed. Even 
heat transfer to every square 
inch. Sanitary, rugged. 
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i 
' OTHER EQUIPMENT INCLUDES: Feeders, Bottomers, Re- 
' frigerated Cold Slabs, Cooling Columns, Pumps, Pumping 
es ; Systems, 90° and 180° Turntables — 16” to 48” belt 
: widths, Automatic Belt Guiders and Automatic Mould- 
ig ' ing Plants. 
us 
to 
a- 
ry 
if 
r- 
“| 4 
» GREER 16” COATERS feature all sanitary 
construction and variable speed drive for use 
with plaques or cooling tunnel. The Greer 
= Coater, which separates into two hinged units 
for convenient cleaning or changeover, turns 
h out high quality candies at a rate faster than 
re any other coater available. 
r- 
1e GREER MULTI-TIER conveyor systems for a 
is continuous processing-in-transit — for cool- 
ing, freezing, heating, curing, drying and 
a. conditioning. 
S- 
0 
i- 
ir 
‘ W. G RC P 
; . VW. GREER COMPANY 
d ; 
is 
e 119 WINDSOR STREET, CAMBRIDGE 39, MASSACHUSETTS 
t 
Sales Engineering offices: New York, N. Y., Chicago, Ill., San Francisco, Calif. 
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LATINI DIE POP 
MACHINE 


Up to 200 pops per 
minute. 

Positive stick inser- 
tion. 

Wood, paper or cel- 
lophane sticks. 

Weight control. 

Interchangeable 
dies. 





HOHBERGER 
CONTINUOUS 
CREAM 
MACHINE 


Up to 2000 pounds 
per hour. 
Requires only one 
operator. 

Regular and straight 
sugar fondants. 


Fondant at its best 
—continuously. 





BERKS 
HARD CANDY 
BATCH MIXER 


Saves 60°%/, labor 
and floor space 
Uniformly incorpo- 
rates color, flavor, 
and acid with up to 
10°, scrap. 
Eliminates cold 
slabs. 
Mixing time on clear 
goods 5-7 minutes, 
pulled goods 2-3 














minutes. 
Representative: 
whine Me Yman, ee 
152 West 42 Street New York 36, N. Y. 
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What's New 
in Candy Equipment 


The products described help keep you up-to-date 
on new confectionery equipment, materials of all 
types. The items below are coded for your con- 
venience. For any further information, write to 
THe Manuracrurinc Conrectioner, 9 S. Clinton 
St., Chicago 6, Illinois. Use the coupon on page 28. 





Dial Thermometer Produced 
by Stainless Steel Weld 


The all stainless steel, dial type, bi-metallic ther- 
mometers produced by the new welding process become 
one sturdy assembly of case, 
stem and connection nut. 
Like spot welding, no new 
metal is added. The stain 
less steel retains all its cor- 
rosion resistance, and re- Fa 
places silver solder at stem 


and case. 





Freedom from breakage and release of contaminat- 
ing liquids and high corrosion resistance will eliminate 
costly separable sockets for many process applications. 
Increased speed of response and high accuracy will 
result. Because any thermometer may be broken or 


Here’s an 
Easy Way 











F YOU have a recurring mold problem, here is a way to 
get you out of that difficulty without too much trouble 
or expense—swab your walls with Oakite Bactericide. 
This fully patented fungicidal agent gives you split-second 
bactericidal action . . . destroys more microorganisms 
faster. It is easy to use in warm or cold water. And Oakite 
Bactericide is most economical . . . small concentrations 
give you plenty of killing power. 


Free Booklet tells you the whole story. For your copy, 
drop a line today to Oakite Products, Inc., 36C Rector St., 
New York 6, N. Y. No obligation. { 
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Manufacturing executives should be con- 
cerned with rising production costs today. 
If more efficient machinery can reduce costs 
—this is the time to get it. 


In these days of unprecedented prosperity 
(“expanding economy” they call it) expand- 
ing costs may not seem so dangerous. But 
what happens when this “expanding econ- 
omy” becomes a “contracting economy”? 
Is it not wise in prosperous times to get op- 
erating costs down to bed-rock and be pre- 
pared for times that are not so prosperous? 





“The new Lehmann 651-CV 
Five Roll Chocolate Refiner 
with Sight-O-Matic Con- 
trol." 


In studying costs, consider your chocolate 
refiners. Wouldn’t the newer Lehmann 
Sight-O-Matic 651-CV Five Roll Chocolate 
Refiner cut your costs substantially? By 
taking the guesswork out of refiner opera- 
tion they give your foremen and operators 
a chance to do a better job for you. With 
a Sight-O-Matic refiner, a fair operator 
gives excellent results and a good operator 
gives results that you would not believe 
possible until you have seen them. 


Take advantage of this modern chocolate 
refiner and improved processing technique. 


Je J. M. LEHMANN COMPANY, Inc. 


MAIN OFFICE AND FACTORY: 546 NEW YORK AVE., LYNDHURST, N. J. 
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Chocolate Cake Crusher 


(with Conveyor) 














Breaks chocolate into small portions at the 
rate of 10,000 lbs. per hr. Elevated belt 


conveyor automatically feeds chocolate into 


melting kettle. 


BRIDGE FOOD MACHINERY CO. 
7124-36 James Street, Philadelphia 35, Pa. 





The Famous Racine Depositor 
meets all your forming needs 


Various spacings handle chocolate, 
creams, marshmallows, etc., with or .. 
without fruits or nuts, for depositing 4 
into molds, paper cups, or trays, plaques 
or belts. Operates without pumps. 

Now be sure of absolute uniformity in 
size and weight. 


Send for new circular. 


ACUUM 





TWO MODELS 
JUNIOR 16" SENIOR 
CANDY MACHINERY CO. 


ACINE 


CONFECTIONERS’ MACHINERY CO. 
15 PARK ROW, NEW YORK 38, N.Y. 





32" 


knocked off calibration with rough treatment, a special 
“Zeroing” or recalibration device is available with these 
thermometers. This device also permits the thermom- 
eter to be calibrated to hair-line accuracy, in the work- 
ing range, for special processes. Code M4B52. 


New Pump Handles Difficult Chores 


A revolutionary new pump readily transfers products 
which heretofore have been considered difficult or im- 
possible to pump. 

Pumping action is accom- 
plished by two fluid pistons. 
As shown in the diagram, a 
high pressure pump (A) 
pumps hydraulic fluid (B) 
alternately to and from cyl- 
inders (C) and (D). A 
four-way hydraulic valve 
(E), actuated by a solenoid 
(T), controls the fluid di- 
rection. Cylinders are made of stainless steel, or other 
materials where required. 

This pump is designed to handle slurries, very vis- 
cous pastes, abrasive or corrosive fluids, and suspended 
solids without damage to the pump. Pumping action 
is positive, but so gentle that delicate food products, 
such as whole strawberries and cherries, are moved 
without crushing or injury. Where contact between 
the pumping medium and the product must be avoided, 
a suitable membrane is provided. 

Simple and sanitary, there are no bearings, mechan- 
ical pistons, packing glands, valves or impellers in the 
cylinders. Code M4C52. 





New Heavy Duty Conveyor 

Extra light and of high capacity, the new type con- 
veyor is designed to handle heavy loads. This 12 inch 
wide heavy duty conveyor is made in 5 and 10 foot 
sections with 45 and 90 degree curves to suit individual 
needs. Ball-bearing wheels 2 inches in diameter and 
34g of an inch wide are spaced on slightly less than 
3-inch centers. Available with welded-on connectors 
which are interconnectable with the majority of other 
wheel conveyors of the same size. It can also be sup- 
plied with removable type connectors. 

Extra strength and durability is provided by use of 
tension members without the addition of unnecessary 








welded 





CHOCOLATE MOULDS 


REPAIRED 


metal coating-bar-hollow moulds 
All of our work is unconditionally guaranteed 


217 SOUTH STREET CONOVER MOULD SERVICE UTICA 3, HW. Y. 


reinforced 
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ecial @ Distinct Packaging for 
these ] Norris One-Ten Line 

nom- 
oll Norris Candy Company has in- 
troduced a new line of candies 
named One-Ten for their set re- 
tail price of $1.10. In planning 
the line, Norris made a nation- 
lucts wide survey to determine the 
ete most popular pieces of candy se- 
lected at retail outlets. As con- 
stituted from the survey, the new 
line includes one package of each 
of the leading favorites. Included 
are chocolate covered almonds, 
butter almond toffee, coated whole 
brazil nuts, marshmallows and 
pecans, butter cream pecans, se- 
lected soft centers and Norris’ 
chocolate pecan Penguins. All 
pieces are entirely new creations 
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her except for the Penguins. The line 

‘ is packaged in nearly identical ob- 

gg long boxes of tan and chocolate 

ded brown covered with cellophane. 

7 The boxes come packed in a dis- 

cts, play carton ready to set up on the 

ved dealer's counter, or, with the ship- 

ere ping case, as a floor stand. 
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- TEMPERATURE INDICATORS 

an = 

T's — Yo 

al RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. | Ne a Wark for Ih 

p- FULLY APPROVED BY WEALTH AUTHORITIES. | | eee 
: The Standard Casing Co Inc | 

oi 121 Soring St. Now You 12° aa Aiding Efficiency: Production runs smoother when operating tem- 

ry peratures are indicated on Auto-Lite dial-type thermometers. 


Stopping Waste: Spoilage of expensive materials is avoided through 
systematic temperature observation . . . this safeguard is made easy 
| with Auto-Lite high-visiblilty dials and wide choice of instrument styles. 
CONVEYORS Dial ranges from minus 60°F. to 750°F. 

| Increasing Protection: Auto-Lite’s unique manufacturing facilities 
Corrigan bulk dry suger handling and keep instrument cost low . . . permit plant-wide temperature indica- 
storage systems convey suger from tion for processing operations. Send for catalog. 

unloading point to storage and from 
storage to production. 












improve production facilities 
Lower operation costs 


J. C. CORRIGAN CO. INC. 


41 Norwood St., Boston 22, Mass. 


THE ELECTRIC AUTO-LITE COMPANY 
INSTRUMENT AND GAUGE DIVISION 
TOLEDO 1, OHIO 
NEW YORK © CHICAGO © SARNIA, ONTARIO 

















R for April, 1952 page 43 











LATINI REVOLVING PAN 
Heavy-gauge copper, machine-spun bowl. Convenient 
on-off switch with overload switch. Shaft mounted on 
self-aligning ball bearings. Sanitary. Stand enclosed, easily 
cleaned. 


HOHBERGER CONTINUOUS CUTTER 


Positive sealing on filled pieces. Production up to 150 
feet per minute. Forms pillows, straws, and waffles. Vari- 
able speed drive enables spinner to operate at maximum. 


Representative: 


John Sheffman, . = 








152 West 42 Street 


New York 36, N. Y. 






















The Rotary Conche While 
¢s Maintaining the Basic Char- 
i acteristics of the Longi- 
tudinal Gives the Same 
Highly Qualitative Results 
at 50%, of the Time. 


CARLE « MONTANARI: 





Speed Makes The Difference! 


450 CARAMELS CUT and 
WRAPPED EVERY MINUTE 


with _ gy IDEAL HI-SPEED 
WRAPPING 















Speed that's always 
dependable—S afe- 
ty that can be 
counted on—maxi- 
mum production at 
least cost—that's 
the Ideal Special 
Caramel Wrapping 
Machine! 

Only 2 personnel 
required for 
this entirely 
automatic op- 
eration. 


Write today for FREE 
Brochures. 








IDEAL WRAPPING MACHINE COMPANY 
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85c STARCH TRAYS 


Tempered Hardboard Bottoms 
Hardwood Ends and Sides. 










Solid Wood Glued Bottoms 
Nailed—Lock Corner and 
Water-proof Glued. a 


also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 
Mould Boards 


And All Other Affiliated Wood Products 


BAYWOOD MFG. CO., INC. 


11 Sterling Pl. Brooklyn 17, N.Y. NE 8-9832 


weight .. . the weight of a 10 foot section is only 69 
pounds. The standard arrangement is with the wheels 
set above the side channels. 


Actual tests have proved that with a load of 2000 
pounds distributed over the surface of the conveyor 
supported on only two stands, one at each end, there 
is less than 34 of an inch deflection at the center, mak 
ing the equipment practical for heavp loads without 


extra supports or stands. 


The side channel mem- 
bers are joined by inverted 
angles welded to both side 
channels. There is one at 
each end and one in the 
center on 10 foot section. 

This arrangement of inverted angles receives the ad- 
justable stands and also strengthens the frame. Code 


M4A52. 












Circle Code Numbers and Mail Coupon for Literature 
on Any Item Discussed in This Section to 


The Manufacturing Confectioner 
9 S. Clinton St. Chicago 6, Ill. 











M4B52 M4C52 M4A52 
Firm 
Address 
City Zone ........ IEE cociveossasinentenie 
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yourself... 


right in your own plant 
without obligation! 


SEE FOR YOURSELF HOW THE 4-WAY VERSATILITY 
OF THIS PRECISION MIXER CAN SAVE YOU MONEY 


Now you no longer need depend on someone else's say-so as to 
what you need in mixing equipment. Simply tell us to send you a 4-in-! 
Special GROEN TA-RA Stainless Steel Steam Jacketed Agitator at 
NO CHARGE (except freight to and from Chicago or next destination.) 
Hook it up and do your own experimenting . . . observe to your own 
satisfaction on your own work exactly what speeds you need; what 
type of mixing your products require and precisely what elements of 
equipment you need in your mixing kettles. Operate the unit through 
the four stages outlined below and you'll have your answers. Meanwhile, 
note the variation in speed; the llence of mixing; the high-speed 
heating from the Rota-Therm jacket; the demountable couplings for 
instant removal of entire agitator assembly; and the amazing versatility 
as you work the unit through these four steps: 





1. As a standard “TA Model” twin-shaft unit with variable 
speed drive. Affords a gentle folding or kneading action on 
heavy viscous materials when agitator is operated in lower 
speed ranges to a violent whipping action in high speed ranges. 


2. Remove secondary agitator. Install baffle plates. Unit then 
operates as a deluxe single motion scraper baffle agitator same 
as our popular "RA Model” plus the variable speed feature. 
Unit normally is used for a wide variety of medium to heavy 
products. 


3. Remove both the secondary agitator and baffles. The 
remaining outside agitator frame then enables operator to obtain 
a simple scraping and swirling action. 


4. With only the high-speed secondary agitator installed the 
unit can be operated similar to a high-speed, low-cost impeller 
or propeller mixer. 


Take immediate advantage of this “test-it-yourself" plan. It 
can result in better mixing for you . . . lower costs . . . money 
saved on equipment . . . finer all-around production. 


Write us today. 


GROEN MFG. CO. 4535 W. Armitage Ave., Chicago 39, Il. 

Interior View with 30 CHURCH STREET, NEW YORK 7 . 7 FRONT STREET. SAN FRANCISCO 11 

Agitator Parts 
in Place 
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WORLD’S LARGEST PRODUCERS OF STAINLESS STEEL STEAM JACKETED KETTLES 
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Kroger Co. 


° ‘ i 
Bro hine Biscv 
Bunte 


a 
” ef 


r § 
. ALL-NEW 
ALL-STEEL 
HEAVY-DUTY 


NATIONAL MOGUL MODEL M-100 


Quoting F. L. Daggett, foremost Boston manufac- 
turer of Page & Shaw and other famous brands... 
“. .. The two new National M-100 Steel Moguls we have re- 


cently installed give us far greater production than three of 
eur old steel Moguls.” 


Se 


**... this installation reduced our Mogul room force by six men.” 
**... With the substantial saving in labor and time and the com- 
plete elimination of all excess scrap, the new National M-100 
Steel Moguls have paid for themselves in a very short time.” 
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MAKE 1952 YOUR YEAR OF PROGRESS AND IMPROVEMENT WITH NEW, NATIONAL EQUIPMENT HIGH PRODUCTION MACHINES 
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This is Provected National life. HI-GLOSS CONTINUOUS - 
‘ho have selecte *T cy and long sie : 
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. a e t P 
NOW is THE eset on early — vallations over 4 VACUUM coo 5 
nd can make de ‘|| arrange large «oo saan schedule. Greatest improvement in 
prices 4 We can still af" cant producti¢ vacuum cooking of hard can 
requirements. ae interrupting } __. in the last thirty years. . 
week-end Wit eR TODAY: * Seotng: 01. Seek cote 
iad LATIONS «. “They have proven to be ver 
INSTAL economical to operate, and har 
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DEFERRED PAYMENT PLAN TQ 
SUIT YOU UP. TO 3 YEAR 
Write Today for Complete Details 
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SUGAR HANDLING METHODS 


at the Washington Chocolate Company 


ARTONS imprinted with “A Case of Good Judgment” 
/\~ —to candy, ice cream and cookie manufacturers— 
signify a product of the Washington Chocolate Company 
‘of Seattle, the only chocolate processing firm in the north- 
west. Good judgment symbolizes choice ingredients, top 
product engineering and highly mechanized processes 
ifor the production of a superior quality. A newer appli- 
eation was the installation of pneumatic equipment for 
a pipeline handling of sugar. 

“We abandoned the bag method for three reasons,” 
Mr. Paul J. Zeman, plant superintendent stated. “Greater 
sanitation, labor savings and a better price.” 

The changeover, started a few months ago, was com- 
pleted in April when trial transport was made. Revolu- 

‘tionary was the greater sanitation which the method 

made possible. Sugar dust no longer settled throughout 
the factory. Sifting, leakage, spillage and moisture con- 
densation with resulting glue-like adhesion had been 
practically eliminated. Employee’s uniforms soiled less 
readily and cleanup time was speeded up. 

To fully understand the improvement, one should tour 
the plant, an attractively landscaped, two-story building 
at 528 Pontius Avenue. From an alley approach, one notes 
a new tower jutting 30 feet from street level. It has an 
intake pipe, measuring about eight inches in diameter, 
which starts at a truck height. 

Corrugated piping from a specially-adapted sugar truck 
is linked to the intake pipe. Airborne sugar, traveling 
from the truck, is deposited in a separator device at the 
upper part of the tower. About 30 minutes time is re- 
quired for a “fill.” 

A garner bin within the tower terminates in a cone with 
dual outlet. The bin, made of metal, measures eight feet 
in diameter and extends 20 feet into the tower. Vertically- 
placed, pressure-relief bags let out air as sugar settles in 
the bin, holding from 25,000 to 30,000 pounds. 

“There is no chance for bin overflow,” Mr. Zeman 
pointed out, “beceuse of automatic controls.” 

Push-buttons, blower devices and signal lights control 
all sugar handling for the entire plant. When fills reach 
a safety level, both a light flickers on and a horn is 
sounded. Likewise, when a reserve drops to a low pont. 
a pair of Bindicators flash on—one in the office, the other 
in the factory—warning that the supply has dropped to 
an 8,000 pound point. Again at 5,000 pounds, another 
warning is flashed so that a truck delivery will be sched- 
uled. 

A further precaution—in the event immediate delivery 
cannot be made,—the Washington Chocolate Company 
installed an auxiliary hopper, powered by a 14 h.p. motor, 
which can receive bag sugar for uplift to the tower. The 
small unit stands four feet high and measures three feet 
square. 

The entire system is synchronized. Dual motors, for 
instance, enable simultaneous feed to different parts of 
the plant. When one stops automatically, the other halts 
too. Blowers, powered by 714 h.p. motors, produce a 
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five-pound air-pressure for conveying sugar into pulver- 
izer mill units. As a capacity mill-fill is reached, a pilot 
light flickers on. Coincidentally, a Tel-level device trips, 
halting the mill feeder. The feeder, in turn, stops the 
blower. 

No running back and forth is required—a single at- 
tendant manipulates the entire mechanism. The system 
has cut down on labor, formerly required for handling, 
moving, lifting, ripping and dumping sacks, in the amount 
of half-a-man per year. Most significant, it has wholly 
eliminated the problem of contamination from human 
handling and rehandling. 

Associated with bag handling, of course, was the factor 
of sugar loss. In a cost study, Mr. Zeman personally 
shook out a number of “empty bags” to determine the 
residual loss. Obviously, insistence upon labor’s vigorous 
bag-shaking would have exceeded recovery savings. But 
he estimated about 25 to 50 pounds of sugar was lost 
from 100 bags through moisture condensation and de- 
position in bag seams, corners and crevices. 

Elimination of bag costs, naturally, enabled the sup- 
plier to offer bulk industrial sugar at a lower rate to large- 
scale users—a figure averaging 15 cents a bag economy. 
In addition, Washington Chocolate Company gets a per- 
bag-credit against receptor installation costs. 

The new system has helped the firm to solve still 
another chronic problem—warehouse limitations. Be- 
cause of unpredictable deliveries of beans and sometimes 
sugar imports, the firm has to deal with warehouse gluts. 
Additional space was leased at a downtown site for 
this purpose. 

“We use to pile sugar bags 1,000 pounds high,” Mr. 
Zeman explained. 

While height limitation facilitated manual handling, it 
wasted upper-room space. The sugar receptor, conse- 
quently, was designed to occupy ceiling and roofing space. 
Formerly wasted space, utilized in this manner, provided 
more area for bean storage, enabling the firm to co- 
ordinate warehousing at one point. 

Bagwise, the receptor required 25% of the storage 
space on comparable sugar. In practice, the receptor cut 
warehouse requirements by two-thirds due to height lim- 
itation on bags. Related annoyances such as floor damp- 
ness, building dust and messiness from bag leakage also 
have been removed. 

Mr. E. E. Hemrich, president who founded the firm in 
1920, said, “we are very pleased with performance of 
the new system.” Starting with little more than courage, 
Mr. Hemrich constantly adapted better methods to his 
growing organization which today occupies a 120x120 ft. 
building. The sugar-lift was an after thought in a long- 
range modernization program starting in 1947. At that 
time, plant capacity was doubled with the addition of 
$100,000 worth of new equipment. 

Among changes in the revamped layout was the use of 
air transport for conveying cocoa beans and pulverized 
sugar. The method early proved itself the “cheapest 
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means of handling dry items.” Why not adapt it to gran- 
ulated sugar, Mr. Hemrich ventured. 

Coincidentally, the firm was approached by the Amal- 
gamated Sugar Company whose engineering department 
had completed a pilot distribution center in Seattle. Amal- 
gamated also had adapted a Ford truck with special 
trailer into a miniature plant. The trailer was equipped 
with storage tanks for pneumatic delivery to individually- 
designed customer receptors. 

Together, the sugar and chocolate company officials 
worked out details for pneumatic reception to meet needs 
peculiar to Washington Chocolate Company. Trial per- 
ing employees favoring the greater cleanliness and ease of 
formances in April were highly satisfactory to all, includ- 
handling. 

The sugar pipeline typically demonstrated the firm’s 
receptivity to modernity. Other improvements during the 
four-year-plan have reached all departments with a cor- 
responding betterment in working conditions for the 18 
fulltime employees. 

“Lately a Swiss-made Buhler machine was added for 
improved refining of chocolate paste. Other recent ac- 
quisitions include several Conche machines for improv- 
ing under heat the sugar-liquor paste, preparatory to 
receiving additional butter. The resulting mixture is 
poured into 10-pound molds. 

The product, air-cooled on two continuous conveyors, 
is completely solidified before it reaches the line end. 
The units then are packed, five deep, in special fiber 
board cartons marked, “A Case of Good Judgement” and 
are taken to a newly-modernized, temperature-controlled 
(60 deg. F.) storage room, measuring 60x120 ft. 


The Washington Chocolate Company, in addition to 
having door-to-door deliveries throughout the northwest, 
exports to Alaskan and Philippine markets. Located in a 
prime dairy region, it also produces a high-quality milk 
chocolate and has patent rights on a caramel coating 
whose natural flavors make it a nationally-acclaimed prod- 
uct. 

But the sugar pipeline is not a grand finale. Rather it 
is a link to future plans—the firm awaits arrival of a 
new nib-extracting machine which will further cut bean 
waste. Because of a growing population and an expand- 
ing candy industry, the company has plans for construct- 
ing a new factory on ground adjacent to the present plant. 
The pipeline then will extend its highly-sanitary services 
to the new unit, exemplifying further good judgment. 


Candy Firm Founder’s Son 
Dies in East 

Jet D. Sheetz, only son of Elie Sheetz, founder of 
the Martha Washington Candies Company, died in 
his sleep at his home in Lancaster, Pa., March 9. Mr. 
Sheetz was 76 years old. 

Up until his retirement several years ago he has 
been president of the Eastern Division of the com- 
pany founded by his father. The name of “Jet” was 
given him because of the success of a small choco- 
late candy of the company’s early line. 

Although he had lived in Lancaster during the 
last 30 years, he still continued to maintain the 
family home in Washington, D. C., next door to his 
father’s first Martha Washington Candy store. 
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For superior quality gum 
jellies that stay fresh months 
longer, always specify... 
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CITRUS PECTIN 


FOR 


CONFECTIONERS 


Write for information and free sample 


SUNKIST GROWERS 
PRODUCTS DEPARTMENT ¢ ONTARIO, CALIF. 
400 W. Madison St., Chicago 6, III. 

99 Hudson St., New York 13, N. Y. 

318 Cadiz St., Dallas 2, Texas 


Formerly 
CALIFORNIA FRUIT GROWERS EXCHANGE 
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The Manufacture of Dragees 
(PAN GOODS) 


By FRANK PERRY 


oo manufacturing of dragees can 
be done by using little machinery 
as most of the work entails using 
only revolving pans. This may seem 
to be a simple process but it is a 
highly skilled job and the operator 
must have had a lot of experience 
in this kind of work to be able to 
produce good results. The success of 
the operator is dependent upon his 
knowledge of raw material and meth- 
ods of handling it. 

Pan work, or dragees, is so-named 
because it is done in revolving cop- 
per pans which are heated by steam. 
The idea is to coat a center with a 
thin layer of syrup, which upon evap- 
oration ‘leaves an even layer of dry 
sugar. This process is repeated until 
the required thickness of covering 
is attained. 

There are three kinds of pan work. 
Soft panning is done by the cold 
method. Hard panning is done by the 
warm method. Rough panning is also 
done by the warm method. 

For the manufacturing process, re- 
volving pans are required, each pan 
having a separate motor. The pans 
are arranged in series of six units 
in order that only services of one 
skilled man and one or two girls are 
necessary. It is important that the 
speed of the revolving pan can be 
regulated because different kinds of 
goods require certain speeds or rev- 
olutions per minute. 

The size and texture of the goods 
will determine the speed at which 
the pan must revolve. The average 
speed is 20 revolutions per minute. 
It is better if the pans can face the 
light so that the entire interior of the 
pan can be observed without difficulty. 
For certain kinds of pan work, heated 
revolving pans are used. Steam heated 
pans are not used so much today as 
it has been found that gas can be more 
easily regulated and the pans heated 
to the correct temperature. 

The rooms in which the pans are 
located must be light, airy and dry. 
It is also important that the temper- 
ature remain constant, low relative 
humidity is important as dampness 
is the worst enemy in dragee work. 

The drying room for the goods 
must be built according to the latest 
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and best technical plans. Dry warm 
air must flow evenly to reach every 
part of the room so that the dragees 
dry correctly. 

The department for boiling and pre- 
paring the syrups for the dragees 
must be separated from that of the 
pan room because the relative hu- 
midity of the pan room must be at 
the minimum. For the manufacture of 
different dragees, this information is 
very important, and must be care- 
fully followed to get a perfectly fin- 
ished product. 

To help in the production of the 
centers for panning, the following 
machines and equipment can be used. 
Balling and rolling machines, knead- 
ing and cutting machines, pastilla 
presses, depositors, starch boards and 
handling equipment, extrusion ma- 
chines, and drop rolls. A melting 
pan must be available for melting 
whatever material used for coating, 
whether chocolate or syrup. A cop- 
per pan having a capacity of 50 lbs. 
is ample as it is better to make syrup 
fresh at~ frequent intervals rather 
than to make syrup in large quantities 
and allow it to stand. Long holding 
of syrup weakens it as well as causing 
discoloration. It is essential that a 
good strong syrup be used. 


Most manufactured candy pieces 
as well as many natural products can 
be coated either with a layer of choc- 
olate or sugar. Here are a few sug- 
gestions for natural centers used in 
this type of work. Hazelnuts, almonds, 
pistachio nuts, half or quartered wal- 
nuts, Sultana raisins, currants, puffed 
wheat, puffed maize, puffed rice, 
pinon kernels, Brazil nuts, peanuts, 
etc. 

Marzipan Centers 


Marzipan is ideal with the follow- 
ing mixtures: with nuts, including 
pistachios, with croquant, with glace 
fruits, with noisette, with trufflle, with 
cocoa and chopped chocolate. 





Mr. Frank Perry, one of our foreign 
subscribers, sent this welcome con- 
tribution. Mr. Perry has had many 
years of experience in the confec- 
tionery industry abroad. 
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Artistic Cake Decorating From A to Z 
John J. Zenker, 288 pages, illustrated, 1951, $10.00. 


It is a rare occasion when a book such as this is pub- 
lished. This is a textbook containing the intensive course 
of instruction given by the Zenker School of Cake Deco- 
rating. Directions are given in simple language and are 
supplemented by more than 300 illustrations. The suc- 
cessful baker knows the value of eye appeal in selling 
cakes. 

Much of the information presented should prove of 
value to the candy maker. Of the 29 chapters, at least 
seven could be included in a book on candy and con- 
fectionery. These chapters are: Gum Paste Novelties; 
Inlaid Sugar Designs and Plaques; Sugar Animals, Sugar 
Vases, Baskets and Flowers; Marzipan Fruits and Vege- 
tables; Pulled Sugar; and Fancy Forms in Chocolate. 

Marzipan fruits and vegetables offer tremendous profits 
and though they appear to be difficult to make, the author 
shows and tells how they may be easily prepared. Start- 
ing with a formula for marzipan, the author tells in 

-detail how to make the attractive apples, pears, carrots, 
turnips, radishes, potatoes, bananas, peaches, strawber- 
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For superior CANDY QUALITY... 


AT YOUR SERVICE! 


making problems. No obligation, of course. 


OK BRAND THIN BOILING STARCHES - OK BRAND MOULDING STARCH 


CORN SYRUP the wusinger co., KEOKUK, IOWA 


ries, tangerines, pumpkins, and cherries seen in the ex- 
clusive retail shops. 

Fancy Chocolate Easter Eggs are thoroughly treated. 
The use of metal (tin) moulds is favored. Hand decora- 
tions are still in vogue and royal icing continues in 
favor. 

Time was when the confectionery industry was the 
peerless leader in the artistic field. Has the advent of 
mass production in our industry meant that the art of 
pulling sugar and the making of novelty items is to be 
relegated to our allied competitor, the baker? This re- 
viewer favors the enlargement of the confectionery field, 
not its curtailment. But a book such as this is bound 
to improve the baker’s art and increase his sales. 

We recommend this book to those confectioners who 
still worship quality, can utilize hand labor effectively, 
and merchandise artistic confections. 


Beet-Sugar Technology 


R. A. McGinnis, XIV plus 574 pages, illustrated, 1951, 
$10.00. 

At least 39 contributing authors are responsible for 
this book so ably edited by Dr. McGinnis. Further, the 
information contained in this treatise was obtained 
through the cooperative efforts of at least 10 domestic 
and foreign beet sugar companies. Therefore, a com- 
prehensive coverage of the beet-sugar industry results. 

The book is arranged in a logical manner, starting 
with European history and then dealing with the produc- 
tion in the U. S. and Canada. The culture of sugar 
beets, the tare laboratory, and the storage of beets are 
thoroughly discussed. The fundamentals of the processes 
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] Consult Hubinger's technical lab- 
oratories for help with your candy- 





used in 
ated up 
Packs 
trayed. 
These i 
sugar b 
Adjui 
product 
disposal 
tailed. 
account 
At th 
additio: 
Four 
terms ; 
thicken 
books © 
This 
the hai 
mend | 
sugar | 


Ion E> 


Rob 
illustra 

Ion 
medici 
digest, 
this si 
exchar 
of wat 
the sy 





—_————— 





for 








ated. 
cora- 
‘s in 


- the 
it of 
rt of 
o be 
3 re- 
ield, 


yund 


who 
vely, 


951, 


for 
the 
ned 
stic 
om- 


ing 
juc- 
gar 
are 


ses 








used in sugar extraction are outlined and then elabor- 
ated upon in detail. 

Packaging and storage operations are clearly por- 
trayed. Special sugar products are mentioned at length. 
These include liquid sugars, invert sugar and corn syrup- 
sugar blends. 

Adjunct operations such as lime and carbon dioxide 
production, saccharate processes, pulp driers, and waste 
disposal and by-product recovery are thoroughly de- 
tailed. Boiler house operation and control, technical 
accounting and process control are clearly discussed. 

At the end of each chapter, references are cited for 
additional reading. There are 20 chapters in this book. 

Four appendices include: (1) a glossary of technical 
terms; (2) processor-grower contracts; (3) laboratory 
thickening test data and calculations; and (4) reference 
books on beet sugar agriculture and manufacture. 

This is one of the best reference books to come into 
the hands of your reviewer. It is a pleasure to recom- 
mend this text to all technical personnel interested in 
sugar technology. Candy technologists please note. 


Ion Exchange Resins 


Robert Kunin and Robert J. Meyers, xl plus 212 pages 
illustrated, 1950. Price $4.75. 

Ion exchange finds application in agriculture, biology, 
medicine and chemistry. This is the first book to assemble, 
digest, and clarify the essential parts of the literature on 
this subject. Theory underlying the mechanism of ion 
exchange is discussed. The softening and the deionization 
of water are thoroughly treated as it is in this field that 
the synthetic resins have shown their greatest industrial 








application. Deionization water is bidding to replace dis- 
tilled water for many uses. Before you buy boiler water 
equipment, read this book. 


Sugar refining, cane and beet, have installations and 
ion exchange resins offer promise to the industry. “The 
controlled inversion of sucrose solutions utilizing the acid 
form of the cation exchange resins as catalysts holds 
promise as a means of preparing sugar syrups.” 

One chapter is devoted to ion exchange in analytical 
chemistry, one chapter to miscellaneous applications, 
and one chapter is devoted to the design of ion exchange 
units and estimates of costs. A twenty page bibliography 
of references is invaluable. 


Fuel Oil Manual 
Paul F. Schmidt, 160 pages, 1951, $3.50. 


This book is not highly technical. It is intended to 
provide a practical working knowledge of fuel oils for 
laymen. The scope of this manual may be judged by 
the chapter headings which are: Introduction; Chem- 
istry of Petroleum; Petroleum Refining Processes; Grades 
and Types of Fuel Oils; Gravity; Heat of Combustion; 
Viscosity; Water and Sediment; Carbon; Ash and Salt 
Residue, Flash and Fire Points; Pour Point; Sulphur; 
Color; Distillation; Preheating of Oils; Sampling Stor- 
age Tanks; Stability of Fuel Oils; Fuel Oil Treatments: 
Reclaimed Fuel Oils; Blending of Oils; Transportation 
and Storage; Fuel Oil Specifications; and Complaints 
and Causes of Trouble. 

Numerous tables, graphs, and charts add to the value 
of the text. 
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At Amazing Savings 


With this unique machine in your plant, you can produce up to 102 cartons 
per minute. The only attention it requires while operating is to keep it 
supplied with blanks. Since the magazine holds from 500 to 1,000 blanks, 
depending on the style of the carton, one person can attend to feeding and 
do other useful work besides. 

You not only make a large and immediate saving on material costs, but 
also on labor which you may now be using to set up knock-down or folding 
cartons. And you can make your cartons as required—no need to carry a large 
stock of factory-processed cartons. 

The machine can be adapted to produce virtually any type of single or 
double-walled carton, thereby making it suitable for a wide range of all 
cartons commonly used. 

Here is a quick and sure way to reduce present costs. So why not get full 
details? 


Write for literature on our PA Carton Former 


PACKAGE MACHINERY COMPANY «¢ Carton Division «+ Springfield, Massachusetts 


NEW YORK CHICAGO BOSTON CLEVELAND ATLANTA DALLAS DENVER 
LOS ANGELES SAN FRANCISCO SEATTLE VANCOUVER, WASH. TORONTO MEXICO, D.F, 


PACKAGE MACHINERY COMPANY 
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Under emergency conditions, rations for the armed forces pour 
through the port of entry in huge and crushing volume. 


What is Behind Packaging Specifications 
for Candy and Chocolate Confections 


by 
FRANK J. RUBINATE and THOS. J. CONWAY 
Subsistence Packaging and Packing . Division 


Quartermaster Food & Container Institute for the Armed Forces 


Prepared especially for THE MANUFACTURING CONFECTIONER 





There appears to be some confusion among candy 
manufacturers with regard to military specifications 


It takes a war to teach us that good, sound pack- MIL-C-10928 and the packaging requirements contained 
aging methods demand more than “skin deep therein. This confusion is more apparent than real. The 
beauty. way to prove this point, however, is to indicate some of 

THE MANUFACTURING CONFECTIONER has pre- the conditions existing on the military supply lines that 
sented the following articles dealing with the pack- form the basis of specifications in general. These condi- 
aging of candies for the Armed Services overseas: tions are as fellows: 

i ises Flyer’ ilings, Feb., aay : 
on Crew Lunch Raises Flyer’s Ceilings, (1) Ration items are usually subjected to a consider- 
ao ; able amount of domestic handling, shipment and 

Packaging Lessons the War Has Taught Us, : 

storage. Candy as a component of rations must 
June, 1945. ) 


first be shipped to ration assembly plants which 
may be located anywhere in the country. (This 
may entail a delay of anywhere from two to five 
months between completion of manufacture and 
assembly in completed ration packs. ) 


Canned Candy Pleases Servicemen, by Eleanor 
E. Durkee, Aug., 1945. 

Vs Boxes—Wartime Wonder Shipping Contain- 
ers, Nov., 1945. 

How Wartime Research Is Developing Better 


Packaging Methods, by B. W. Scribner, Nov., 1946. (2) Transportation of subsistence for military purposes 
: entails problems relating to overseas shipments 


and transshipment after arrival overseas. (This 











for April, 1952 page 53 





means more severe changes in temperature and 
humidity than are encountered domestically, and 
it also means loading of items in or near contact 
with other items of supply that may have an ad- 
verse influence on subsistence items. ) 

(3) Supply line requirements also include prolonged 
storage in areas not supplied with covered storage 
facilities. (This means that packaging for com- 
modity items, highly vulnerable to spoilage, must 
be carefully specified to assure maximum pro- 
tection against mold and off-odors, which are the 
deteriorative effects of moisture-vapor and/or other 
gases. ) 

While candy is not as susceptible to deterioration as 
other ration components, protection above that normally 
required for commercial shipment is necessary. However. 
at the present time, the Armed Forces are accepting es- 
sentially the commercial types of wraps on candies since 
the ultimate destination of the individual candy items is 
a ration pack employing a moisture-vapor barrier. Thus, 
the ration pack itself furnishes a protective environment 
against damage except for such interchange of moisture 
as often occurs within the pack itself. The ideal unit 
package, therefore, would be one utilizing materials im- 
pervious or highly resistant to grease absorption, moisture, 
gases, etc., and efficiently sealed to prevent ingress of 
these contaminants. 

However, such a package, it is realized, can never be 
achieved without full consideration of production limita- 
tions. It would appear rather simple, for example, to pre- 
vent moisture, odor, or grease transfer by improving 
the packaging material, i.e., changing from a commercial 
glassine to a heavy aluminum foil. Ordinarily, this could 
be done, but all equipment is not adaptable to the han- 
dling of such a variation in materials. Furthermore, re- 
gardless of the superior nature of the wrap-material 
itself, very few packaging machines are capable of achiev- 
ing a completely sealed package. Under such conditions 
a high-grade material would be wasted. Changing speci- 
fications from commercial practice, therefore, is done 
only where military necessity exceeds in importance stand- 
ard production practices. This is to say that specifications 
for candy packaging are modified only where loss would 
be inevitable if the commercial package remained un- 


modified. 


General treatment of the various rations 
and their candy components 

With these facts in mind, it will be useful to review 
briefly the various rations in which are included candy 
components. The following chart lists the candy items in 


Photographs shown on this and opposite page show Assault 
Packet used in early stages of operations: the variety of confec- 
tions items available, not including the starch-jelly bar and the 
candy-coated gum tablets; and the items, from meat through 
candy-coated gum, easily carried in combat. 
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the rations (food for one man for one day), the food 
packets (designed for the initial phases of special combat 
actions where minimum bulk and weight characteristics 
must be observed), and the ration supplements (consisting 
of items used to supplement designated operational rations 
in certain special situations). It will be noted that certain 
basic types of packaging satisfy the requirements in most 
cases listed. 


The following chart shows candy items used in 
operational rations. food packets, 
ration supplements“ 


1. Ration, Small Detachment, 5-in-1 
Sweet chocolate bars 
Caramel nougat bars (or) 
Chocolate spun candy (or) 
Chewy Chocolate roll (or) 
Chocolate Fudge bar (or) 
Vanilla cream bar (or) 
Chewy caramels (or) 
Candy-coated gum tablets 

2. Ration, Individual, Combat 
Sweet chocolate discs 
Starch-jelly disc 
(1 of 4 flavors) (or) 
Chocolate fudge disc (or) 
Caramel nougat disc (or) 
Chewy chocolate roll (or) 
Chocolate fudge bar (or) 
Chewy caramels (or) 
Grained caramels (or) 

Fruit tablets (or) 
Vanilla cream disc (or) 
Candy-coated gum tablets 

3. Ration, Individual, Trail, Frigid 
Pan-Coated chocolate drops 
Assorted plastic-filled hard candy 
Candy-coated gum tablets 

4. Food Packet, Individual, Assault 
Starch-jelly bar (or) 

Caramel nougat bar (or) 
Vanilla cream bar (or) 
Chocolate fudge bar (or) 
Chewy caramel bar (or) 
Chocolate Spun candy (or) 
Sweet chocolate bars (or) 
Fruit tablets ; 
Candy-coated gum tablets 

5. Food Packet, Individual, In Flight 
Chocolate disc 
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Chocolate fudge disc (or) 
Vanilla cream disc 
Starch-jelly disc 
Sugar tablets 
Candy-coated gum tablets 

6. Food Packet, Individual, Fighter Pilot 
Sweet chocolate bars (or) 
Chocolate fudge bar (or) 
Starch-jelly bars 
Bridge mix 
Candy-coated gum tablets 

7. Food Packet, Individual, Survival, SA-3 
Sweet chocolate bars 
Starch-jelly bars 
Sugar tablets 
Candy-coated gum tablets 

8. Food Packet, Survival, ST-2 
Starch-jelly bars 
Sugar tablets 
Candy-coated gum tablets 

9. Ration Supplement, Sundries Pack 
Sweet chocolate bar 
Starch jelly bar 
Caramel nougat bar (or) 
Chocolate fudge bar (or) 
Chewy caramels 
Fruit tablets 
Candy-coated gum tablets 

10. Ration, Survival, Multi-purpose 
New type of bar based on 
nutritional research 

* Packaging specifications for these items do not differ to any ex- 
tent from normal domestic practices. 

In all of the rations and food packets listed above it 
is obvious that candy of one sort or another plays an im- 
portant role. The reasons for this are twofold. In the first 
place, candy provides an immediate “lift”, both physio- 
logically and mentally. Equally important, from the use 
angle, is convenience of consumption in the oftentimes 
cramped compartments of military vehicles or aircraft 
where more often than not military rations are actually 
eaten. Furthermore, in connection with this last point, 
candy is one of the few ration items that does not require 
immediate consumption, but can be carried in the pocket 
for use between meals. 


Special specification requirements 
and the reasons for them 

Of most interest to manufacturers are the special re- 
quirements occasioned by military handling, transporta- 





FOOD PACKET, INDIVIDUAL, ASSAULT 
VARIETY OF CONFECTION ITEMS ; 


CHOCOLATE FUDGE 
CARAMEL NOUGAT 
CHOCOLATE SPUN CANDY 
VANILLA CREAM 
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tion, and storage. These matters may perhaps best be 
understood in terms of package dimensions, packaging 
materials, and overwrap requirements. Concerning pack- 
age dimensions, since a ration is actually an assortment 
of items varying in size and shape, and since these items 
must be assembled into a compact unit utilizing a mini- 
mum of valuable transportation space, it has been neces- 
sary to standardize the size of packaged candies. The 
sizes now considered “standard” are, for bars, 344” x 
144” x 34", and, for discs, 234” diameter x 4” thickness. 
It is not likely that there will be any material change in 
dimensions of either bars or discs in the forseeable future. 

In order to take advantage of present production facil- 
ities, requirements for packaging materials varying to any 
great degree from those commercially used have been 
kept to a minimum. Special bags made from materials 
ideally-suited to use at low temperatures are required 
for the Ration, Individual, Trail, Frigid. Beyond this, 
modifications of commercial packaging materials have 
been confined to increases in grease-resistance and use 
of heavier-weight materials. 

Use of an overwrap on the intermediate containers— 
which are of commercial chipboard and usually contain 
not more than 48 of the individual candy items—to pro- 
vide adequate protection for such items is a fairly recent 
development that bids fair to becoming a permanent re- 
quirement applicable to most candy procurements by the 
Armed Forces. The overwrap serves a double purpose. 
First, it prevents candy from drying out when stored in 
a dry location prior to assembly of the ration (oftentimes 
with the previously-mentioned two to five month delay 
between manufacture and ration assembly). Secondly, it 
prevents candy from absorbing moisture and becoming 
moldy or sticky prior to assembly. 


Conclusion 

It will thus be seen that, by-and-large, packaging speci- 
fications for candies are neither numerous nor compli- 
cated. Domestic types of packaging have, in most cases, 
been adapted to military needs. For obvious reasons, it 
is necessary in the description of packaging materials 
that basic and generic terms be used rather than the trade 
names that would more readily identify them, as, for 
example, Durethene, Pliofilm, Saran, Tralon, Patapar, 
Foil Wrap, Reyseal, Parakote, etc. However, most manu- 
facturers will find, upon careful examination of candy 
specifications, that the packaging materials normally used 
commercially are synonomous with those specified by 
the Armed Forces. Therefore, no extended modifications 
of present plant facilities or techniques are required on 
the part of manufacturers. 





page 55 








HEEKIN CANS 


page 56 











@ FAIR LABOR STANDARDS 


et HE first full year’s report of the U. S. Labor Depart. 
ment covering the Fair Labor Standards Amend. 
ment has just been completed, and the Public Contracts 
Division Administrator has reported to THE MANUFAC. 
TURING CONFECTIONER that some of the establish. 
ments investigated in this industry during the past fiscal 
year were found to have violated the Act’s minimum 
wage, overtime pay or child-labor provisions. 

The Administrator reports further that while a great 
majority of employers intend to comply with the Act, 
there are apparently many misinterpretations and mis- 


understandings about the statutory provisions, and that F 4 


failure to comply with the provisions and bring oper- 





ations within them are resulting in unnecessary penalties a 


and liabilities for back wages. 


The Act, as it affects the confectionery industry, is, F 


briefly, to provide a minimum wage standard of 75 cents 
per hour; the payment of at least time and one-half the 
employee’s regular rate of pay for all hours worked in 
excess of 40 in the work week, except where specifically 
provided otherwise; and the observation of the minimum 
age of 16 for most jobs with 18 as the minimum for oc- 
cupations designated hazardous by the Secretary of Labor, 
although employment of boys and girls of 14 and 15 
years of age is permitted in a few types of jobs, such as 
office and sales work, under strict restrictions on hours 
and working conditions. 

Any employer having questions about the Federal 
Wage and Hour Law is invited to send inquiries to THE 
MANUFACTURING CONFECTIONER, or to contact 
direct the nearest office of Wage and Hour and Public 
Contracts Division of the U. S. Department of Labor. 


@ United States Department of Labor, in their 
December, 1951, Industry Report of Hours and 
Earnings, show the following averages in the last 
three months of 1951 for Confectionery and Re- 
lated Products: 

Weekly Earnings— 


October $ 50.96 


November 51.41 

December 52.58 
Weekly Hours— 

October 40.7 

November 41.0 

December 42.0 
Hourly Earnings— 

October 1.252 

November 1.254 

December 1.252 





The New York State Department of Labor has revised 
it’s minimum wage order. The provisions of the new 
order became effective March 3, 1952, and provide, 
briefly, a basic minimum hourly rate of 75 cents for 
full-time employees, and a weekly rate of $30 for 40 
hours. Part-time employees shall receive the basic mini- 
mum hourly rate of 80 cents. 

The order also includes regulations to safeguard mini- 
mum wage standards as well as instructions regarding 
administration. 
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a hig 640-page hook of candy “know how” 


ANDY PropuCTION: METHODS AND FORMULAS, is a big, 640-page, extra- 
C helpful book designed to give practical “know-how” answers to problems 
of candy manufacture. Walter L. Richmond, the author, is superintendent for 
Garrott Candy Company and for Jane Garrott Candies, Inc., of St. Paul, Minn. 


In Canpy Propuction: MeTHops aNpD Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: (1) 
Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., (3) 
Trouble Shooting. Mr. Richmond tells both the reasons and the methods of 
operation. In addition, he provides carefully selected formulas for both the 
wholesale and the retail trade. 


Whether you have a large plant or a small one, CaNpY PRODUCTION: 
METHODS AND FoRMULAS will prove a valuable asset to your firm. Mr. Rich- 
mond’s book has 30 helpful chapters, as shown in the accompanying contents 
table. Its 640 pages contain 500 candy formulas and detailed production in- 
formation on candies. For quick, convenient reference, a numbered list of the 
book’s 500 formulas—grouped also under 32 main candy classifications—is 
provided. A comprehensive index and large diagrams showing both how to 
decorate Easter eggs and how to insert fruit and nuts in the centers are still 
additional features. Designed specifically as a production man’s text, Mr. 
Richmond’s helpful book also provides generous space alongside the formulas 
for notes during actual production in the candy plant. 


Canby Propuction: METHODS AND FoRMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 


BOOK ORDER ° 


The Manufacturing Confectioner Pub. Co. 
9 S. Clinton Street, 
Chicago 6, Il. 


Please send me Mr. Richmond’s new helpful book Canpy Propuction: MeTHops 
AND Formutas which contains 500 candy formulas. I am enclosing $10.00. 
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CONTENTS 


Flavors and Colors (Ch. 1) 

Cream Candies (Ch. 2) 

Chocolate Covered Cast Creams 
(Ch. 3) 

Cordial Fruit Creams (Ch. 4) 

Direct Remelt Creams (Ch. 5) 

Hand Rolled Creams (Ch. 6) 


Plain Creams, Glazed Butter Goods, 
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xt New 


SWEETONE PRODUCT 
The Winged Divider 


The Winged Divider provides a tray and 
divider all in one piece! Supplied in several 
thicknesses of chocolate or white board. Cut 


to specifications. Prices furnished on request. 


Write 7. 


taining actual samples of our complete line 


for a new folder con- 


of Sweetone Paper Products for manufac- 


turing confectioners including: 


Shredded Papers Chocolate Dividers 

Waxed Papers Boat & Tray Rolls 

Wavee Parchment Layer Boards 

Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 


Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans, 
Los Angeles and Portland, Oregon. 











News of 
Associations 





'@ The Pennsylvania’ Manufacturing Confectiog 

ers’ Association has scheduled it’s 4lst Annu 

Meeting at Galen Hall, Wernersville, Pennsylvania, 
on June 19-21, 1952. Mr. J. A. Bachman is Chairs 
man of the Committee on Arrangements; and Vera 
B. Heidelberger is in charge of the Ladies’ Ac# 
tivities. 

@ Kansas City Candy Club will hold their annual 
Sales Exposition July 26 and 27, in the Municipal 
Auditorium in Kansas City, Missouri. 

The arrangements committee consists of Bill 
Stronge, Fenn Bros., Inc.; Al Krebs, Al Krebs 
Brokerage Co.; Joe Greene, Candy Broker; and 
O. V. Hilpert, James O. Welch Co. 

The Club has elected the following officers for 
1952: President O. V. Hilpert; Vice President Ben 
Burkhardt, broker; Secretary E. E. “Pat” Bashor, 
broker; and Treasurer Frank Adams, Hershey 
Chocolate Co. 


@ The Association of Cocoa and Chocolate Manu- 
facturers of the United States has appointed a com- 
mittee to represent the Association in a visit to 
the Gold Coast and Nigeria (West Africa). It is 
the desire of the manufacturers to gain a better 
understanding of the problems confronting cocoa 
bean growers, and to make known the deep con- 
cern of those dependent upon raw cocoa beans over 
the apparent increase in Swollen Shoot disease on 
the Gold Coast. The mission is further evidence 
of the continued efforts of manufacturers of cocoa 
and chocolate products to forward cacao produc- 
tion. 

The members of the mission to West Africa are 
A. Alexander Singer of Rockwood & Company; 
James L. Clevenger, Jr. of the Hershey Chocolate 
Corporation; and Lockett Coleman of the Walter 
Baker Chocolate and Cocoa Div. of the General 
Foods Corporation. It is expected that the itinerary 
will include Takoradi, Gold Coast, Accra, Kumasi, 
and Logos, Nigeria. Conferences have been ar- 
ranged with officials of the country as well as 
growers and exporters. 

@ National Candy Wholesalers’ Association, has 
designed “HERE’S HOW in Candy Wholesaling” 
as the theme for the Seventh Annual convention, 


| PACKAGING MATERIALS | 
GENERAL OFFICES: MILWAUKEE, WISCONSIN 
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In a ei span of forty long years, 
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to be held at the Palmer House, Chicago, May 18- 
21, 1952. The exposition will feature the “Nation’s 
Complete Candy Show,” as well as a large number 
of allied lines. 

The theme was chosen by the Executive Commit- 
tee to emphasize that this year they will have an- 
other working convention, and attention will be 
focused on the profitable methods of candy whole- 
saling, as experienced by some of the most success- 
ful wholesalers in the nation. 

@ Joseph V. Balocca of Paola, Kansas, Chairman 
of the Board of Directors of the NCWA, is serving 
as Chairman of the Campaign Committee for the 
Confectionery Industry Foundation. Efforts are 
being intensified to raise funds for basic research 
work of the Foundation, according to Mr. Balocca, 
and he and his committee on the project are plan- 
ning personal calls on industry leaders for that 
purpose. A total of $100,000 is expected to be raised 
to support the efforts of the Foundation in it’s 
study of the industry’s market methods. 

@ F.E.M.A. to Convene in Chicago. The Edgewater 
Beach Hotel in Chicago has been selected for the 
43rd Annual Convention to be held by the Flavor- 
ing Extract Manufacturers’ Association. A well- 
rounded program of well-known business leaders 
as speakers, dancing, parties, entertainment and 
golf has been planned. 

Registrations are being taken by the Convention 
Chairman, Mr. Ed Heinz, Food Materials Corpora- 
tion, 2521 West 48th St., Chicago 32. 


CANDY MEN AT WISCONSIN U 

Representatives of the Candy Industry attended 
dedication services for Babcock Hall, University of 
Wisconsin, the new university home of the Depart- 
ment of Dairy and Food Industries. At Babcock 
Hall, the Department wil! conduct training of dairy 
and food workers, basic and*applied research in 
dairy and food fields, and make available service to 
farmers, processors and consumers. 

Candy representatives reviewed possible research 
projects with Dr. Kenneth G. Weckel, Professor 
of Dairy and Food Industries, prior to their visit 
to the new building. Tentative plans were made 
for Dr. Weckel to meet with other candy manu- 
facturers in Wisconsin of specific confectionery 
projects. 





Shown (I to r) as they toured the new Babcock Hall, University of 
Wisconsin, are Raymond W. Ziegler, George Ziegler Co.. Milwau- 
kee, Wisc.; Philip P. Gott, President, National Confectioners’ Asso- 
ciation; Dr. K. G. Weckel, Department of Dairy and Food Industries; 
University of Wisconsin: G. Lloyd Latten, Schutter Candy Div., 
Universal Match Corp., Chicago; and H. A. Melster, Melster Candy 
Co., Cambridge, Wisc. 








What’s corn doing 


35,000 feet up? 





The casing of the bomb... possibly the high explosives inside... 
both require the use of special corn products in the manufacturing 
process. These, and hundreds of other corn products, have been 
developed by the continuing basic research in corn that serves all 
American industry ... serves you. 
Corn products in candy 

In the confectionery field highest quality regular corn syrup, high 
conversion corn syrup, dextrose and starches provide superior 
ingredients for various candy formulas. New techniques involving 
the use of corn products are being developed as part of a continuing 
research program at Corn Products Refining Company. 

If you have a production problem why not check with Corn 
Products. A complete line of corn products for every purpose is 


available. Technical service is yours... no obligation, of course. 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N. Y. 


Manufacturers of 


CERELOSE PURITOSE GLOBE BUFFALO HUDSON RIVER 
branddextrese brandcornsyrup brandcornsyrup cornstarch corn starch 
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Commodity Market Quotations 
for Basic Raw Materials 


This table covers one year with the most recent 
quotations on the top line. 


Week Corn Pepper- Lemon Orange 
Ending Cocoa’ Sugar’ Syrup" Eggs‘ Coconut’ Almonds* Peanuts’ Pecans® mint’ on” ou" 
Mar. 21 38.37 9.08 5.69 .38 42 17 6442 21% 75 7.45 6.00 e's: eee 
14 38.37 9.08 5.69 36 17 .64 21% 80 7.45 6.00 es 
7 38.37 8.73 5.69 -36 -17 .64 21% .80 7.80 6.00 a inte 
Feb. 29 38.37 8.73 5.69 364% 17 64 21% .80 7.80 6.00 . is 
21 36.37 8.73 5.69 Be 18% 6442 21% 80 7.45 6.00 ee ae 
15 36.00 8.73 5.69 35 18% 64% 21 80 7.45 6.00 eS 
8 36.37 8.73 5.69 3642 18% 6442 21 80 755 6.00 es _* teens 
1 37.00 8.73 5.69 .37 18% 64% .20%2 .80 7.55 6.00 2.75 ane 
Jan 25 36.25 8.73 5.69 39% 18% 6442 20% .80 7.55 6.00 rs 
Dec. 28 32.65 8.83 $.59 46 18% 6442 .20 80 7.55 5.00 SE: <0) (ss agua 
Nov. 30 29.50 8.83 5.44 .60 17% 64% .20%2 80 7.78 5.00  i_-s 
Oct. 26 31.37 8.83 5.34 66 17% 64% 19 95 7.78 5.00 ieee 
Sept. 28 34.10 9.08 5.34 .60 17% .68 18% 1.15 7.75 5.00 he ceaalashias 
Aug. 31 35.50 8.40 §.34 56 17% .68 17% 1.15 7.25 5.00 > 
Jul 27 35.00 8.60 5.23 53 18% .68 17% 1.25 7.25 5.00 a - mee 
Jun 29 38.30 8.40 5.23 53 18% .68 Ai 1.25 7.25 5.00 es. | teen 
May 25 38.20 8.20 5.23 46 .22 .68 17 1.25 7.25 5.00 f Peer 
April 27 38.40 8.59 5.23 48 22 .70 17 1.25 7.28 4.50 Sp aE 
Mar 30 38.40 8.59 5.33 48 21 .70 17 1.23 7.25 4.50 ee > © cieecns 


1Accra, at N. Y. (per 100 lb.) 2>Granulated, cane, delivered Chicago, (per 100 lb. bag) *43b, f.o.b. Chicago, (per 100 lbs.) ‘Extras, large, Chicago markets, 
(per dozen) 5Dessicated, f.o.b. Chicago, (per lb. per 100 bag lots) eGalifornia non-pareils, medium, delivered Chicago (per lb.) "No. 1 Spanish shelled, 
f.o.b. southeast shipping points, (per lb.) "large halves, delivered aiouge, (per lb.) *natural, Chicago, (per lb. per 25-lb. can) “California, delivered 
Chicago, (per lb. per 25-lb. can) “California, delivered Chicago, (per 25-lb. can) 





GEORGE REID SAYS: 


*‘Wilbur’s busting all records for 
increased business in this part of the 
country. Yes sir, real Wilbur quality will 
certainly put a product right 
out in front of 

competition.” 








George F. Reid is the representative for Wilbur Suchard 
chocolate coatings, mixes, etc. in the state of Ohio. Con- 
fectionery, bakery and ice cream manufacturers have 
learned to depend on his 25 years of experience for good 
sound advice on anything and everything to do with choco- 
late. His address is 1520 Parkway Drive, Cleveland, Ohio. 


WILBUR 
CHOCOLATE 
COATINGS 


WILBUR SUCHARD CHOCOLATE COMPANY, INC. ¢ LITITZ, PA. 
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@ Uniform quality is 
assured due to high pro- 
duction standards. 


ee ® Continued research guar- 
Psa antees you a finer, purer, 
product. 





































MILK CHOCOLATE 


«+.@n economical coating 
of exceptionally 
fine flavor. 


BLUMENTHAL BROTHERS Since 1900 


enor -Wal, [ch mem ale isle) sm eel ey...) 
Margaret & James Sts., Phila. 37, Pa. 


Potassium 
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Use of Sweetener 
by Type of Confectionery 


In an article entitled “Competitive Relationships 
Between Sugar and Corn Sweeteners,” Phillip E. 
Jones and F. G. Thomason, authors, show the re- 
sults of a survey covering the general uses and 
factors determining the choice of sweeteners in 
candy manufacture. In this issue are shown three 


types—Hard Candies, Gums and Jellies and Fudge. 


Hard Candies 


Hard candies, as discussed herein, include not only 
those types which are easily recognized as “hard,” but 
also such allied kinds as brittles, crunches, crisps, tof- 
feys, hard mints, and mint drops. Granulated sugar is 
by far the more important of all sweeteners in hard 
candy manufacture, being used in higher ratios to other 
sweeteners than in any other class of confections except 
chocolate. Generally speaking, all of the sweeteners hav- 
ing predominant invert characteristics, such as partially 
inverted liquid sugar, invert sugar, honey, high-conver- 
sion corn syrup, and molasses, are not popular in hard- 
candy manufacture, due to their tendency to cause ex- 
cessive sweating during humid weather. Turbinado 
sugars are rarely used in hard candies because they also 
tend to impart discoloration and an excessive molasses 
flavor. 

A large proportion of high-quality hard candies was 
reported to be made with from 60 to 70 percent sugar, 
and the balance of total sweeteners being regular corn 
sirup. Almost one-third of the hard candy manufacturers 
visited were using 60 percent and 40 percent corn sirup 
while slightly more than a fourth reported using 70-30 
proportions. When open-fire cooking methods were used, 
ratios of 70 percent sucrose to 30 percent corn sirup 
were common. In the more modern vacuum-pan cookers, 
a ration of 60 percent of sucrose to 40 percent corn sirup 
was very common. The majority opinion was that corn 
sirup in excess of 40 percent of total sweetener causes 
excessive sweating and stickiness of hard candies in hot 
or humid weather. It was not uncommon, however, to 
find hard candies of average and good quality being made 
with higher percentages of corn sirup, since 15 percent 
of the manufacturers reported common usage of a 50- 
50 formula. Individual pieces are often wrapped in 
moisture resistant cellophane, or the candy may be pack- 


| For 


Dutch Process 
COCOA and CHOCOLATE 


Dustless Calcined 99%-100% 
Hydrated 82%-85% * Liquid 47% 


SOLVAY SALES DIVISION 
Allied Chemical & Dye Corporati 
40 Rector Stroet, New York 6, N. Y. 


———————— BRANCH SALES OFFICES: 
Boston + Charlotte + Chicago + Cincinnati . Cleveland 
Detroit + Houston +. NewOrleans «. New York 
Philadelphia - Pittsburgh « St.Louis + Syracuse 
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aged in glass containers; and more corn sirup may be 
used when the candy is to be marketed in cold weather. 

A few firms reported using 100 percent sugar in hard 
candies, but in general, this percentage of sugar was 
reported to cause excessive graining or to make candies 
chalky. At the opposite extreme, confectioners occasion- 
ally made use of 100 percent corn sirup, and no sugar, 
in order to keep in business during the war rationing 
period, but stated that while it did make hard candy 
which could be marketed, it lacked sweetness, was difh- 


Gums and Jellies 

Some combination of sugar and regular corn sirup 
is by far the general rule in making gums and jellies. 
Of the 51 plants surveyed which produce these types of 
confections, all used sugar and all but four used regular 
corn sirup. Only one plant used invert sugar, while the 
percentages of those using dextrose and high-conversion 
corn sirup were 15.7 and 7.8, respectively. 

The consensus among manufacturers was that top 
quality is achieved when two-thirds of the sweetener is 
sugar and the remainder is regular corn sirup. Average 
quality gums and jellies were said to result with 50 to 
60 percent corn sirup, or even as much as 70 percent 
corn sirup, if the pieces are sanded or coated. Sanding 
the piece with coating sugar reduces the tendency to 
sweat in hot and humid weather when high percentages 
of corn sirup have been used. Almost half of those who 
were making gums and jellies used half corn sirup and 
half sugar for the sweetener contents, while another 20 
percent preferred to use 60 percent corn sirup. Tough- 
ness and sweating were reported to result if the pro- 


portion of corn sirup was more than 60 percent. Confec- 
tioners indicated that temperature of the cook was as 
much a controlling factor for producing tenderness or 
toughness in gums and jellies as is the percentage of 
sugar and corn sweetener used. During the World War 
II sugar shortage, confectioners frequently used corn 
sirup as the only sweetener in these products. 

As with nougats and caramels, the price differential 
between sugar and corn sirup materially affects the pro- 
portion ‘of these two sweeteners used in gums and jellies. 
An increase in the differential will encourage those using 
a 60-40 ratio to switch to a 50-50 or even a 40-60 for- 
mula, and a narrowing of the differential will have the 
opposite effect. Other considerations usually restrict a 
confectioner from adjusting the proportion of sweeteners 
beyond this 20 point range. 

High-conversion corn sirups appear to be gaining in 
popularity for this type of product, offering greater sweet- 
ness than regular corn sirup, and a more tender piece. 
It was reported that sugar percentages could be reduced 
considerably when the high-conversion type was substi- 
tuted for regular conversion corn sirups. Some manu- 
facturers indicated that production costs could be lowered 
when high-conversion sirups were used for replacing part 
of the sugar and part or all of the regular corn sirup 
requirements. Many felt that use of this sweetener and 
less sugar increased the shelf life and gave the products 
the desired degree of sweetness, and that its use instead 
of regular corn sirup improved texture and flavor. 

Considerable controversy was found to exist as to the 
place of dextrose in making gums and jellies. Those 
who did not favor its use maintained that batches con- 
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CONFECTO-JEL—a buffered 


apple pectin mixture for 


NUTRL-JEL 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


jellied candies—ready for 


eine USC. 


CONCENTRATED APPLE JUICE 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 


for April, 1952 
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mass *<RUNKEL'S —\S 


CHOCOLATE 


COATINGS » LIQUORS * COCOAS 


“A Consistent Favorite with 









your Customers” 


NESTLE’S CHOCOLATE COMPANY, INC. 


60 Hudson St., New York 13, N. Y. 


Nestle’s, Peter’s and Runkel’s are registered trademarks of Nestlé’s Chocolate Company, Inc. 
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AMBROSIA CHOCOLATE COMPANY « MILWAUKEE 3, WISCONSIN 


page 64 


taining it must be cooked to a higher temperature, with 
resultant toughening and discoloration attributed to cara- 
melization of the dextrose. Others, however, maintained 
that dextrose in amounts up to 25 percent of total sweet- 
ener aided in moisture retention in these pieces, made 
them more tender, and allowed a little reduction in in- 
gredient costs. 


Fudge 


Sweeteners used in the great bulk of fudge manufac- 
tured for general use usually consist of between 60 to 
70 percent sugar and 30 to 40 percent corn sweeteners, 
with or without the use of small percentages of invert 
sugar. The best ratio for all-around use was reported 
to be 70 percent sugar and 30 percent regular corn sirup, 
this being just enough corn sirup to maintain the proper 
softness of the piece, control crystallization, and prevent 
grainy consistency. Some manufacturers use regular corn 
sirup while others use a combination of the regular and 
high-conversion types. Some invert sugar is often used 
instead of high-conversion corn sirup. Manufacturers 
indicated, however, that invert sugar cannot be substi- 
tuted for all of the corn sirup ratio called for, because 
of the need for the dextrins of corn sirup to control body 
and texture of the piece and reduce the sweetness. 

Although fudge made with as much corn sirup as 40 
percent of total sweetener was disliked by some because 
they believed the flavor of corn sirup too detectable at 
this point, this combination was fairly popular because 
materials cost in acceptable quality fudges was mini- 
mized at this point. In wartime, the sugar content 
dropped below 60 percent but high-conversion corn sirups 
or invert sugar were added to bring up the sweetness 
and to tenderize the product. Proportions of sugar above 
70 percent were generally considered too expensive for 
profitable operation. However, many high-quality fudges 
are made with 75 or 80 percent sugar, around 5 percent 
high-conversion corn sirup or invert sugar, and the re- 
mainder regular corn sirup. Proportions of sugar in 
excess of 80 percent of total sweetener were considered 
to result in fudge which was too dry or short. Therefore, 
the area of substitution between sugar and corn sirup 
in making fudge is largely in the area between 60 and 80 
percent sugar. It is only within this 20-point range that 
changes in the price differential between sugar and corn 
sirup have any material effect upon the proportions of 
sweeteners used. However, price relationships between 
regular and high-conversion corn sirup and between these 
sirups and invert sugar determine to a large extent the 
exact proportions of those sweeteners which will consti- 
tute the 20 to 40 percent of total sweetener which is not 
sugar. 

Sixty-five percent of the fudge manufacturers reported 
using dextrose at the time of the survey. Ordinarily it 
was not used in amounts in excess of 10 to 15 percent 
of total sweetener. Manufacturers who favored its use 
felt that small amounts of this sweetener resulted in a 
fudge which was tender and had a good moisture-retain- 
ing properties. If used in excess of 10 to 15 percent, how- 
ever, dextrose was said to cause excessive crystallization. 
The price differential between sugar and dextrose seemed 
to encourage little use of dextrose in fudge. On the 
other hand, the lower price of corn sirups and the cost 
and inconvenience of handling another sweetener defi- 
nitely seemed to discourage the use of dextrose. 
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Supply Field News 





@ Lynch Corporation announced the opening on 
March 1, of two new regional offices in order to 
provide closer contact with their customers. The 
Mid-Western Office at 506 South Wabash Avenue, 
Chicago, will be under the management of B. D. 
Berk assisted by F. G. Lenhart. The Southern 
Office, located at 1036 Peachtree Street, Atlanta, 
will be managed by B. J. Scholl, with R. W. Graf 
as assistant. 

@ Theodore R. Miles, has been elected Vice Presi- 
dent of the Wm. J. Stange Co. He will assume 
responsibility for the management of production, 
inventory, and personnel in all plants. Also he will 
handle such legal problems as are presented by the 
Defense Production Act, including Wage Stabiliza- 
tion and priorities. 


@ Corn Products Company, through its president, 
W. H. Gamble, has announced the election of Har- 
old Francis as Vice President and General Sales 
Manager for the Eastern Division. Except for a 
period during World War I when he served with 
the Army, Mr. Francis has been continuously em- 
ployed by Corn Products since 1914 and has served 
in its Pittsburgh, Chicago and New York offices. 


®@ Givaudan Flavors, Inc., has appointed Hans P. 
Kessler as Sales Manager, according to a_recent 


Hans P. 
Kessler 





announcement made by Paul Adams, manager of 
the firm. Mr. Kessler has been engaged in selling 
Givaudan products abroad for more than ten years. 








“BEST by TEST” 


BURCO Products. 





Variation in the finished 
product, regardless of cause 


is risky ... 


BURCO Products are "Basic Ingredients" of year- 
after-year uniformity. . . . A firm foundation on 
which to build REPEAT business. 


Outstanding Formula Using CONFECTIONERS PECTIN 


We recommend that you try CONFECTIONERS PECTIN, a 
standardized citrus pectin for CUT SLAB JELLIES: 

Place in a kettle 10 Ibs. Sugar, | lb. CONFECTIONERS PEC- 
TIN and mix dry thoroughly. Add 1'/2 gals. of water. Bring 
to a boil for 2 minutes and add 8 Ibs. hot Corn Syrup. Cook 
to 222-224 degrees. Flavor and color, then add ¥% oz. of 50% 
Citric Acid Solution. Stir quickly and pour quickly on slab. 


CONFECTIONERS PECTIN—For 
Cut Slab Jellies. 


NU-MILK—Whole Milk in Plastic 
comb Chips, Peanut Butter form for Caramels and Fudges. 


Chips, Toasted Cocoanut Chips, FRESH COCOANUT PASTE— 
Chocolate Center Chips, Almond Ready to use for Chocolate or 
Butter Sticks, Mint Pillows and Bon Bon Centers. 


Peanut Butter Pillows. PECTOLENE—A Pectinized Invert 
BURCO NOUGAT CREME—The All Sugar Product. 
Purpose Nougat Cream. CENTER-ROLL KREME—for Soff- 


TOPPINGS—Marshmallow, Butter- "owing Creams. 
scotch, Caramel and Chocolate KREME-TEX—For Creamy Fudge 
Fudge. and Caramels. 


Formula Book ‘‘Recipes for Better Candies"’ sent with initial order 


BURKE PRODUCTS CO., INC. 


4UBBARO STREET . HIC ILLINOIS 


NU-KREME—Grade A of all Nou- 
gat Creams. 


DIPPING PIECES—Molasses Honey- 

















CRUSHED ORANGE CENTERS 
Ready To Dip 

Absolutely pure orange, not a jelly. Made 
only as a Master Candy Maker can make 
them- Save muss 'n' fuss. Save time and 
labor. Just dip in chocolate, or Bon-Bon 
cream. Most delicious, not bitter. 

Exclusive process Sole manufacturer 


CHARLES C. WALKER 
Mt. Dora, Florida 














Gente CAKE FLAVOR 





A Ferbo Specialty Flavoring that imparts 
a Rich and Delicious taste characteristic 
of a mixture of Butter and Cream and 
Caramel and Vanilla. Used extensively 

by both the Bakery and Confectionery 
trades. Sample upon request. 
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R.E.Funsten Co. 





@ Oakite Products, Inc. has awarded the D. C. 
Ball Award for Distinguished Service, to J. W. 
Haines, technical service representative of the com- 
pany. The plaque is presented annually to that 
member of the firm’s field organization adjudged 
to have rendered the most outstanding service to 
industry during the year. 

Just completed has been Oakite’s move to newer 
and larger quarters at 19 Rector Street, New York 
6, N. Y. This move has been made necessary in 
order to provide greater space for the company’s 
constantly expanding field of operation and re- 
search. 


@ A. E. Staley Manufacturing Company recently 
held the first of what is intended to be a series of 
industrial refresher courses for sales representatives. 
The course is aimed at acquainting the salesmen 
with the operations and procedures of the company 
in relation to their department. 

The course included general talks on salesman- 
ship, and many specific talks on sales plans and 
outlook. 


The company has made several promotions in 
its sales’ staff: William N. Dulaney to manager 
of the Southeastern sales office; Daniel S. Miller to 
assistant manager of the same office in charge of 
package product sales; and Ray E. Harroun to 
assistant manager of the Industiral Sales Depart- 
ment in Decatur. Mr. Ronald W. Murphy has been 
named to succeed Mr. Harroun as West Coast sales 
manager. 
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@ Wm. A. Camp Co., Inc. has just released Infor- 
mational Series No. 3, which is a pretty compre- 
hensive coverage of the subject “Brazil Nuts in 
Shell.” The report includes a description of the 
origin of the Brazil Nut, its growth and develop- 
ment, methods of gathering, processing, grading, 
packing, shipping, storing and selling. The com- 
plete story may be obtained from the company of- 
fice at 100 Hudson Street, New York 13, N. Y. 

@ Walter Muskat, eastern sales office manager of 
Triangle Package Machinery Co., Chicago, has been 
promoted to director of sales. He succeeds Rex 
Stone. Robert Strehlau, formerly with the Package 
Machinery Co., has been appointed to succeed Mr, 
Muskat. 

1952 plans include an intensified direct mail ad- 
vertising program, supplemented by busines pub- 
lication advertising, and the Company has named 
Arthur R. MacDonald, Inc., Chicago, to direct its 
advertising. 

@ Durkee Famous Foods has announced the ap- 
pointment of Robert J. Lowry as territorial sales 
manager for Eastern Pennsylvania and New Jer- 
sey. Mr. Lowry served in a sales capacity with 
Cudahy and Kraft Foods prior to joining the Dur- 
kee staff. 

@ The Brewers Yeast Council has launched a three- 
year research program by appointing a Research 
Advisory Board composed of eminent nutritionists 
and technologists from the feed and food indus- 
tries, universities, government laboratories and in- 
dustrial research institutions. 

The program, designed to expand the knowledege 
and use of Brewers’ Yeast and its derivatives, will 
include fundamental research on its composition 
and properties, nutrition studies, technological in- 
vestigations, and development of new products. 
These and additional projects to be sponsored by 
BYC will be under the guidance and coordination 
of the Advisory Board. The work will be carried 
on through grants to universities and agricultural 
colleges, correlation and coordination with existing 
projects at government laboratories, agricultural 
experiment stations, and industrial research insti- 
tutions as well as by analytical and feeding tests 
at industrial laboratories. 





Mr. C. A. Dayharsh, Jacob Ruppert Brewery: Miss Elsie Singruen 
and Mr. J. S. McCourtney, both of BYC. 





Dr. Paul R. Cannon, University of ‘Chicago: Mr. J. M. Leinen. 
Jos. Schlitz Brewing Co., Mr. Allan Beach, Master Brewers Ass'n 
of America. 
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Mr. Responding to many requests from candy men, THE MANU- 
la FACTURING CONFECTIONER is pleased to announce the 
pub- coming publication, in book form, of the splendid series of ar- 
~— ticles on candy making by 
1tS 
ALFRED E. LEIGHTON 
eit Consulting Food Chemist & Candy Technologist 
Jer- 
— Acclaimed to be one of the most interesting 
=“ series of articles yet written on candy making 
iree- 
arch 
i. A PRIMER ON CANDY MAKING 
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ruen Book Sales Dept. : 
The Manufacturing Confectioner Publishing Co. = __------.--------- 1952 : Cash with Order 
9 South Clinton St. ' 
Chicago 6, Ill. Order Your Copy 
Enclosed find my check for $_.. . Please enter my order for __._... ; 
copies of A PRIMER ON CANDY MAKING by Alfred E. Leighton. } << 
I understand that my copy will be shipped immediately upon publication. : TODAY 
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nen, ® . . 
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Confectionery Brokers 





New England States 


South Atlantic States (cont'd) 





JESSE C. LESSE CO. 
Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 
BOSTON 15, MASS. 


Territory: New England 





Middle Atlantic States 





JAMES A. BRADY CO. 
1018 Monsey Avenue 
SCRANTON 9, PENN. 

Phone 2-8658 


Concentrated coverage of the 
candy and food trade in N. E. 
Penna. ‘The Anthracite” 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 


Cover conf. & groc. jobbers, chains, 
dept. stores, food dists. 
W. Pa., W. Va., & E. Ohio 





JACK HAAZ 
6720 Sprague St. 
PHILADELPHIA 19, PA. 
Telephone: GErmantown 8-7593 


Territory: rere, 
N. J., Balt., Wash. 





HERBERT M. SMITH 
318 Palmer Drive 
NO. SYRACUSE, NEW YORK 
Terr: New York State 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 


Terr: Pennsylvania, excluding 
city of Philadelphia 





South Atlantic States 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 
ATLANTA 3, GEORGIA 
Terr: Ga., Ala., and Fla. 





WALTER C. McGILL 
Candy Specialties—Jobbers only 
Box 912, Lynchburg, Va. 
Terr: Virginia, No. & So. Carolina 





WM. E. HARRELSON 
Candy & Allied Lines 
$308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr: W. Va., Va., N. & S. Car. 
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ROY E. RANDALL CO. 


Manufacturers’ Representative 
P. O. Box 605—Phone 7590 


COLUMBIA 1, SO. CAROLINA 


Terr: No. & So. Carolina 
Over 25 years in area 





BUSKELL BROKERAGE CoO. 
1135 East Front Street 
RICHLANDS, VA. 


Contact Wholesale Groceries, Candy 
Jobbers and National Chains 


Terr: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





W. M. (BILL) WALLACE 


Candy and Specialty Items 
P. O. Box 472—111 Rutland Bldg. 
DECATUR, GEORGIA 


Terr: Ga. & Fla. 
Thorough Coverage 





SAMUEL SMITH 


2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 


WINSTON-SALEM 4, N. CAROLINA 


Terr: Virginia, N. Carolina, 
S. Carolina 





East No. Central States 


= 





G. W. McDERMOTT 
100 North Raymond St.—Phone 382 


MARINETTE, WISCONSIN 


Terr: Wisc. & Upper Mich.—covered 
every five weeks. 


ROGER ETTLINGER 


Phone Townsend 8-5369 
16525 Woodward Ave. 


DETROIT 3, MICHIGAN 
Terr: Entire state of Michigan 





BERNARD B. HIRSCH 
1012 N. 3rd St. 
MILWAUKEE 3, WISCONSIN 


Terr: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 











@ J. W. Greer has announced a series of changes 























ae Rays e Gustav 
in its sales staff. Charles R. Becker, formerly sales Co., well 
manager at Cambridge is moving to the west coast way les 
to open and manage the western sales office in Say tie 
Francisco. Walter Salter, formerly in the south. . 
eastern states, has moved to the New York officey @ Wray 
to replace Melvyn Mickevicz, who has resigned, fj img Catto 
has anno’ 
Rod Grace, formerly covering New England andff gs art di 
Canadian territory has been moved to fill the va gate art ¢ 
cancy at the Cambridge office. level of ¢ 
. ; for its 1 
@ Shellmar Products Corporation directors have Mr. Di 
created two executive vice presidencies, one fo ardt “at 
each of the corporation’s two principal divisions Students 
Elected to the newly created posts were Warre jae in | 
E. Hill of the Shellmar division and John W. Cox 
of the Self-Locking division. @ Chas. 
of John | 
Creation of the new offices was in line with the presiden: 
established policy of centralizing responsibility and af] the « 
insuring continuity of management. the new 
, of Secre 
A new sales department in the company will be 
ao, see” alain alias : became 
headed up by W. E. “Bill” Gamron, well known 
' ¢ , member 
in the paper trade through his twelve years of ex- 
; a : Rober 
perience with the Union Bag and Paper Corp. Fo 
; ~ eee head of 
the past six years Bill has been Vice President o ear 
the Boom Electric and Amplifier Co. of Chicago. sd ; 
In his new capacity he will direct sales of Shellmar§ @ Lync 
products, especially standard size transparent bags,§ export « 
through jobbers and other distributors. tion, to 
ae machine 
According to a recent news release, a ee dled on 
statement of 1951 indicates new high records were jine TI 
set in both net sales and net earnings for the Shell compan: 
mar company. Net sales for the year were $43,067,4 foreign 
017, a 27 per cent increase over the 1950 figures} 

, . BOB. F. 
net earnings before taxes were $5,986,280, an in- ; 
sadeD > ua x of Calif 
crease of 20 per cent. However, due to new cor ; 

' ee -s . ton Div 
porate tax rates, net earnings for dividends were lok Cot 
2,067,395, a decline of 19 per cent from the 195 at “ 
earnings of $2,562,712. — 
rer Kliklok 
@ The DuPont Company has discontinued alloca- Mr. ( 
tions of cellophane it has announced, and is now ing #8° W" 
a position to accept additional orders. Cellophaneg ™#"48* 
supplies had been short since 1942 when the alloca the | Be 
tion program was put into effect in order to provide im 
its Sou 


a fair distribution of the available supply. 


@ Minneapolis-Honeywell Regulator Company has 
appointed Stephen A. Keller as general manager o 
its Valve Division. He succeeds James H. Binger 
who will continue as vice-president of the division 

Keller will be responsible for all phases of th 
division’s activities except sales, which will continu 


under K. R. Knoblauch. 


@ General Food Corporation has announced tw 
executive changes. Charles G. Mortimer, Jr., was 
elected executive vice-president, succeeding Edwin 
T. Gibson, who has retired. 


Edwin W. Ebel has been appointed director of 
advertising. Mr. Ebel succeeds Howard Chapin, now 
marketing manager of the Birds Eye division. 
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e Gustave C. Callerman, retired head of Callerman 
Co., well known food brokers of Chicago passed 
away in Phoenix, Arizona, where he had gone to 
live. 

@ Wray H. Callaghan, sales manager of the fold- 
ing carton division of Robert Gair Company, Inc., 

has announced the appointment of Kenwood Dixon 
as art director for the company. He will coordi- 
nate art efforts for the company, to maintain a high 
level of quality in material produced in Gair plants 
for its customers. 

Mr. Dixon was art director at Kenyon and Eck- 
ardt, Inc., for many years. He studied at the Art 
Students League, and is a graduate of Pratt Insti- 
tute in Brooklyn, N. Y. 


@ Chas. Pfizer & Co. has announced the election 
of John J. Powers, Jr., to fill a newly created vice- 
presidency. Powers will assume responsibility for 
all the company’s foreign activities. In assuming 
the new position, he has relinquished the position 
of Secretary, to which he was elected in 1948. He 
became a director of the firm in 1949, and later a 
member of Pfizer’s executive committee. 

Robert C. Porter, presently company counsel and 
head of the legal department, succeeds Powers as 
secretary of the Pfizer Co. 


@ Lynch Corporation has broadened its New York 
export department, Rocke International Corpora- 
tion, to include its line of wrapping and packaging 
machines. Heretofore the export concern has han- 
dled only the PAR refrigeration condensing unit 
line. The move was made in order to make the 
company’s packaging machine lines available to 
foreign customers in greatly increased volume. 


® B. F. “Smokey” Grogan, formerly sales manager 
of California Container Corporation’s Folding Car- 
ton Division, Oakland, Calif., has joined the Klik- 
lok Corporation as Sales Promotion Director, ac- 
cording to an announcement by Albert M. Austin, 
Kliklok president. 

Mr. Grogan entered the packaging field 26 years 
ago with Marathon Corporation, serving as plant 
manager and in various sales capacities. When 
the Bemiss-Jason Company first developed the 
“Kliklok” package and machines, Mr. Grogan was 
its Southern California sales manager. 





L} 


¥, ¥ 7 
ALUMINUM CANDY MOULDS 


CHEAPEST, MOST PRACTICAL AND ECONOMICAL MOULD 


Now with a NEW FINISH 
which eliminates break-in time 


CINCINNATI ALUMINUM MOULD CO. 


Dept. M, 1834 Dena Ave., Cincinnati 7, Ohic 
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Confectionery Brokers (Cont'd) 





East No. Central States { cont'd) 


West No. Central States 





W. C. TREMEAR & SON 
824 No. Pennsylvama St. 
INDIANAPO) e le 
Indiana, Except extreme 
North. 


Territory: 





IRWIN R. TUCKER COMPANY, 


IN' 

308 W. Washington Street 
Chicago 6, Illinois 
Complete Coverage of Chicago 
Market 





W. C. TUGAW 
Manufacturers Representative 
1801 No. Central Park 
Chicago 47, Illinois 
Covering Sieienadinan Chicago 


ELMER J. EDWARDS 
CANDY BROKERAGE 
$352 3lst Ave. So. 
MINNEAPOLIS 17, MINN. 
Phone: Pa. 7659 


Terr: Minn., N. & S. Dak.—Special 
attention given to Twin City trace 





GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 


SAINT LOUIS 2, MISSOURI 
We specialize in candy and 
novelties. 


Terr: Mo., Ill., and Kan. 





H. K. BEALL & CO. 
308 W. Washington St. 
CHICAGO 6, ILLINOIS 


Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
isconsin 
25 years in the Candy Business 





ARTHUR H. SCHMIDT CO 
815 Erieside Ave. 
CLEVELAND 14, OHIO 


Terr: Ohio. Member Nat'l. 
Salesmen Ass‘n. 
Buckeye Candy Club 


Conf. 


West So. Central States 








East So. Central States 





R. HENRY TAYLOR 


Candy Broker 
Box 1456—Phone 4-2763 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





A. C. BURNETT COMPANY 
Candy Brokers 
HALEYVILLE, ALA. 

A crack team of six Southern sales- 
men. Ky., Tenn., Miss., Ala., Fla., 
G g C., N. C., Va., W. Va., 
Ark., La. 


If it will sell in Dixie—we can sell it. 





FELIX D. BRIGHT & SON 


Candy Specialties 
P. O. Box 177 Phone 8-4097 


NASHVILLE 2, TENNESSEE 


Terr: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





}. L. FARRINGER CO. 
FRANELIN, TENNESSEE 
Established 1924 


Territory: Tenn., Ky., and W. Va. 
3 Salesmen covering territory 





AUBREY O. MAXWELL CO. 
91 Franklin St. 
NASHVILLE 3, TENN. 


Manufacturers Sales Agent 
Territory: Middle Tennessee 





no WEAR & SON 
P. O. Box 27 


ER, 
Personal Representation 
Territory: Texas 





Mountain States 





CAMERON SALES COMPANY 
3000 Monaco Parkway 
Denver, Colo. 

Dexter 0881 
Candy & Allied lines. More than ten 


years cosenaue of Colo., Wyoming, 
Mont., Idaho & Utah 





JERRY HIRSCH 


Manufacturers’ Representative 
Candy and Specialty Items 
4111 E. 4th St. 


TUCSON, ARIZONA 


Arizona, New Mexico 


Territory: 
Paso, Texas 





G & Z BROKERAGE COMPANY 
New Mexico—Arizona El Paso 
County Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 


Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years ex- 

perience in the confectionery field. 

We call on every account person- 

ally every six weeks. Candy is 
our business. 





KAISER MICHAEL 


Broker 


Manufacturers’ Representative 
Worlds Finest Candies” 


911 South Richmond Ave. 
ALBUQUERQUE, NEW MEXICO 


Terr: New Mexico, Arizona & El 
Paso, Texas area 
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Confectionery Brokers (Cont'd) 





Pacific States 





CARTER & CARTER 
Confectionery Mfr’s Representative 
since 190] 

91 Connecticut St. 
SEATTLE 4, WASHINGTON 


Offering dependable re 
in the states of OREGON 
INGTON 


sentation 
& WASH- 


Randall Schmoyer (owner) 





MALCOLM S. CLARK CO. 


I. LIBERMAN 
SEATTLE 22, WASHINGTON 


Manufacturers’ Representative 
1705 Belmont Avenue 
Terr: Wash., Ore., Mont., Ida., 
Utah, Wyo. 





GEORGE R. STEVENSON CO. 
Terminal Sales Building 


SEATTLE, WASHINGTON 


1487 Valencia St. 
No. ., Nev., & Hawaii 


SAN FRANCISCO 10, CALIF. 
923 E. Third St.—Southern California 


Over 20 years in this area. 


Territory: Wash., Ore., Ida., Mont. 





LOS ANGELES 13, CALIF. 
Terminal Sales Bldg. 
Wash., N. Idaho 


SEATTLE 1, WASH. 


RALPH W. UNGER 
923 East 3rd St. 
Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 


Terr.: Calif., Ariz., N. Mex., 
Hawaiian Islands 


903 Park Road 
Ariz., New Mex., W. Texas 








GENE ALCORN & CO. 
1340 E. 6th Street 


HARRY N. NELSON CO. 
112 Market St. 
SAN FRANCISCO 11, CALIF. 
Established 1906 


Sell Wholesale Trade Only 


Terr: Eleven Western States 


383 Brannan Street 





Territory: State of California 


LOS ANGELES 21, CALIFORNIA 


SAN FRANCISCO 7, CALIFORNIA 





Franklin Ice Cream Grows ... and Grows 

Thirty years ago Mr. Irving C. Reynolds, now presi- 
dent of Franklin Ice Cream Company, thought 35 cents 
too much to pay for a pint of ice cream and decided to 
do something about it. A remodeled blacksmith shop 
was the background of his first attempts to beat this high 
price. With Mrs. Reynolds and a college friend, John 
Gifford, as partners, the first pint they produced of the 
delicacy, was sold for only 27 cents. 

A good product which was sold at a fair price paid off 
for the venture, and before too long it was necessary 
to expand to larger quarters to keep pace with the de- 
mand. 

In order to level out employment in the business, they 
added a line of hand-dipped chocolates and other candy- 
kitchen items to their growing chain of ice cream stores, 
and find their companion products doing very nicely 
side by side. Their sales volume is kept more stable 
throughout the months because of the two related lines, 
for at the peak of the ice cream season, the candy sales 
may be less, and vice versa. 

Now the company is in the process of building a 
new candy factory which will be ready for occupancy 
sometime this Summer and early Fall. This will provide 
greater volume for next Fall and Winter. 


NO CANDY CLINIC THIS MONTH! 

Our Candy Clinic Superintendent has been enjoy- 
ing Florida sunshine this month, but promises to 
make up for lost time. The material originally 
scheduled for the April issue will appear in May 
instead. 
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@ The U.S. Department of Agriculture has recent- 


ly announced the release of 3%4 million pounds of 


dried whole eggs from a stock pile totaling 9147 


million pounds, for donation to eligible U. S. pri- 
vate welfare organizations for distribution to needy 
persons abroad. These eggs are part of the stocks 
acquired by the Commodity Credit Corp. during 
the 1950 price support operations. 

Seetion 416 of the Agricultural Act of 1949 au- 
thorizes donation of surplus CCC stock for relief 
distribution abroad, if such stocks are considered 
more than adequate to meet requests from eligible 
recipients in this country. 

The agencies receiving the eggs are required to 
pay shipping and handling costs from the storage 
points, and agree to distribute them only to those 


people termed eligible under approved program § 


outlets. 

Agencies interested in acquiring dried eggs for 
distribution may write to the Food Distribution 
Branch, Production and Marketing Administration, 
U. S. Department of Agriculture, Washington 25, 
D. C. 


Shelf-Life of Butter Creams 
Lengthened by the use of Glycerine 


A recent bulletin published by Glycerine Infor- 
mation Service quotes Report No. 24—Progress 


in Candy Research, made by NCA. The research 


work referred to was conducted under the joint 
sponsorship of the Department of Agriculture and 
NCA, and pointed out the effectiveness of the use 
of glycerine in suppressing free fatty acid formation 
in butter creams. 

Many materials were tested during the research, 
but glycerine was the only one that gave any indica- 


tion of suppressing free fatty acid formation. After 


8 weeks, creams thus treated showed 0.5 per cent 
free fatty acid value as compared to 1 per cent for 
controls. Tests on butter samples stored at 86° F. 
showed acceptable shelf-life prolonged from 9 weeks 
to 14 weeks with 1 per cent glycerine, and 2 per 
cent glycerine gave indication of keeping longer. 


@ A. S. Jaffe Company has just had what they 
term “a year well spent.” They base their claim on 
the satisfied, enthusiastic consumer acceptance of 
the new candy bar—Annabelle’s Rocky Road. The 
bar is described as a new combination of confec- 
tionery favorites, a fluffy center, made with fresh 
eggs, with a center layer of milk chocolate, topped 
with toasted cashews, and dipped in milk choco- 
late. The Jaffe Company has thoroughly tested 
the marketability of this “all-weather” candy bart 
all along the Pacific Coast. And they are now 
ready to launch a newspaper and TV advertising 
campaign throughout the area. 


@ M/C Apologizes to the Empire Box Corporation. 
Mr. Herbert D. Walton has been appointed as Sales 
Manager of the Chicago Office; and Mr. Stanley 
Hurwitch has joined the Sales Staff in the Garfield, 
New Jersey, office. 
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MACHINERY FOR SALE 





HELP WANTED 





MUST BE MOVED IMMEDIATELY: National 

Equipment Steel Mogul complete with 
Currie Loader and Currie Stacker. Still 
set up in operating position. Can be in- 
spected. Box No. 428 The MANUFACTUR- 
ING CONFECTIONER. 





FOR SALE: 18—38" Revolving Pans with 

and without coils. In fine condition. 
Box No. 432, The MANUFACTURING CON- 
FECTIONER. 





FOR SALE: Racine Duplex sucker ma- 

chine, 1 set American Mix rollers, 1 set 
Duplex Sucker rollers; Revolving Pan size 
38, Model A. Brand new; Thomas Mills 
after-dinner mint machine; complete; 
Thomas Mills lemon drop machine with 
3 sets rolls; J. T. Hohberger No. 152 cut 
sock machine. Also 200# MS—3 Sylvania 
sellophane, 3 in. wide at 48c lb. For bar- 
jain prices and detailed information write 
Box No. 424, The MANUFACTURING CON- 
FECTIONER. 





MACHINERY FOR SALE: DUBIN FIRE 

MIXER No. 5 used on 6 months $450.00 
also 5 ft. F. & B. Dayton Cream beater 
with 5 H.P. Single phase motor $750.00 
both machines good as new. National Con- 
fectioners Machinery Co., 108 E. 2nd St., 
Cincinnati, Ohio. 





FOR SALE: U. S. Automatic Box Co. 4 in. 

rotary feed box machine. Serial No. 
657280. 1% h.p. motor, 45 to 63 units per 
min. 15% x 9% x 2% max. carton. Prac- 
» lically new, excellent condition. Product 
change requires liquidation. Reasonable. 
Box No. 425, The MANUFACTURING CON- 
FECTIONER.: 





FOR SALE: FA Machine, Pkg. Mach. Co. 

Serial No. 17052. % h.p. motor. 40 to 
100 units per min. 12 x 5% x 3% max. car- 
ton. Practically new, excellent cond. Prod- 
* uct change requires liquidation. Reason- 
able. Box No. 426, The MANUFACTUR- 
ING CONFECTIONER. 





MACHINERY FOR SALE 


Simplex Gas Fire and Steam Cookers. 

32" Greer and National Enrobers. 

Complete 16” Enrober lines. 

New Englander Friend Machine. 

N.E. Mogul and Bausman Starch Ma- 
chie. 

Huhn Drier and Cooler with Cleaner. 

Bridge BonBon Former. 

Forgrove 42-C and D. F. Bar Wrapper. 

Hayssen Wrapper—Ideal Caramel 
Wrapper. 


JOHN . INC. 
152 West 42 Street New York 36, N. Y. 











FOR SALE: National Equipment 34” Pea- 

nut Cluster Enrober with special cluster 
feeder, cooling tunnel and turn tables. 
Available at a bargain price. Box No. 429 
The MANUFACTURING CONFECTIONER. 


FOR SALE 
COCOA BUTTER DEPARTMENT ONLY 
DISCONTINUED 


Battery of 6 Carver 5-pot fully automatic 
Presses with automatic filling and auto- 
matic ejecting for the most economical 
operation. 

4—Lehman and National Equipment 36” 
Triple Mills with carborundum stones. 

Lehmann Cocoa Powder Outfit complete 
with Breaker, Pulverizer and Raymond 
Wind Sifter 

2—Bausman.Liquor Mills 

1—Jabez Burns continuous Thermalo Cocoa 
Bean Roasters. 

All Equipment Now Set Up 
And in Constant Operation. 


Quick Possession 
Inspection can be arranged by Appointment 
Write for prices and further details. 
Box No. 422 The MANUFACTURING CON- 
FECTIONER. 


FOR SALE: Werner Automatic Ball Machine 

Savage large A.D. mint cutter. Racine 
Model M. Die Pop. Simplex gas Vacuum 
cooker. Box No. 124 The MANUFACTUR- 
ING CONFECTIONER. 











FOR SALE: A NUMBER OF ALMOST 
BRAND NEW PACKAGE MACHINERY 
DF TYPE BAR WRAPPING MACHINES 
WITH ROLL CARD FEED ATTACH- 
MENTS. BOX NO. 327 THE MANUFAC- 
TURING CONFECTIONER. 





EQUIPMENT FOR SALE: 


10 In. SMITH COATING MACHINE, refrig- 

erated Tunnel, electric heated, thermo- 
stat control. 150 Lb. Chocolate Melter, 
, Electric heated, thermostat control. .50 
lb. chocolate dipping tank, electric heated, 
thermostat control, 30 x 72 MILLS steel cool- 
ing slab, bars & stand FRIEND HAND 
ROLL machine—Laboratory Model—5 Dies. 
MILLS MONITOR NOUGAT cutting ma- 
chine, CENTURY Mixer 20 & 30 quarts, 
Motorized changeable belt cutting ma- 
chine, 3 belts, MILLS motorized drop frame 
—10 sets of rolls, 4 Ft. Cream Beater with 
Motor. 3 ft. Cream beater with motor. All 
in GOOD condition. Hahn's Candies, 334 
No. 4th St., Reading, Penn. 


for April, 1952 





MACHINERY WANTED | 


MACHINERY WANTED: SIMPLEX 2-Way 
Tilting STEAM VACUUM UNIT. PLEASE 

SEND BEST PRICE. Box No. 423, The MAN- 

UFACTURING CONFECTIONER. 








SALES REPRESENTATIVES 














LINES WANTED: Broker covering Pennsyl- 

vania excluding Philadelphia, open for 
line or specialty items with volume sales 
potential. Call on jobbers, chains, super 
markets and vendors. Over 25 years ex- 
perience, large personal following with 
trade. Box No. 325, The MANUFACTURING 
CONFECTIONER. 





POSITION WANTED: Eleven years ex- 

perience in candy business. Acquainted 
with jobbers in Minnesota, No. & So. Da- 
kota. Presently employed, desires to repre- 
sent known candy manufacturers in North- 
west area. Box No. 433, The MANUFAC- 
TURING CONFECTIONER. 


HELP WANTED: Production Manager— 

Candy Foreman. Excellent opportunity for 
top-notch man to work for high class con- 
fectionery manufacturer operating a chain 
of retail stores in the New York area. Must 
have thorough experience in all phases of 
candy work, also ability to supervise size- 
able personnel. Should understand all 
modern methods and equipment and be 
able to increase productivity without im- 
pairing quality. 

Unlimited opportunities for the right man. 
Please write stating age, experience, and 
salary required to Box No. 427, The MAN- 
UFACTURING CONFECTIONER. All infor- 
mation will be kept in strictest confidence. 


HELP WANTED: Production candy maker 
under 40 years of age with general ex- 
perience. Capable of assuming complete 
responsibility for small plant long estab- 
lished in Los Angeles. Production confined 
to bar goods. With or without investment. 
Owner wishes to retire. Box No. 321, The 
MANUFACTURING CONFECTIONER. 








POSITION WANTED 





POSITION WANTED: As Superintendent 

or assistant to Plant Manager. Broad 
experience in the manufacture of hard 
candy and cough drops including produc- 
tion and plant organization. Familiar with 
principles of all hard candy machinery. 
Employed at present. Can furnish excellent 
reference. Box No. 421, The MANUFAC- 
TURING CONFECTIONER. 





BUSINESS FOR SALE 


BUSINESS FOR SALE: Candy Factory in 
Buffalo, New York. Fully equipped for 
full line of packaged chocolates including 





hand rolls, caramels, 
candies and chips. Daily capacity over 
8,000 lbs. Excellent building. Trained per- 
sonnel available. Saperston Real Estate 
Co., Genesee Bldg., Buffalo 2, New York. 


FOR SALE: Candy Factory, medium sized. 
Old established, well-equipped. Full in- 
formation on request. Write Matzger 
Chocolate Co., 780 Harrison St. San 
Francisco, California. 


WE BUY & SELL 


ODD LOTS +» OVER RUNS + SURPLUS 


cast creams, hard 











SHEETS*ROLLS*-SHREDDINGS 
Cellepkane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Teg Ribbons—All Scotch Tape 
iors & Widths Clear & Colors 


oied “Cellophane” Products 


Harry L. Robert |. Brown 
“At Your Service” 
74 E. 28th St. Chicago 16, [Illinois 
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Confectionately Yours 








White tie and tails were no handi- 
cap to a recent candy store burglar 
who was arrested by the police with 
three other young men as they were 
attempting to rob a Bronx candy 
store. The young man had just been 
a best man at a wedding, and hadn’t 
bothered to change his attire before 
venturing out into his life of crime. 
Rather a conspicuous beginning! 

eee 


The pros and cons of gum chewing 
were recently discussed by an East- 
ern inquiring reporter. Interestingly 
enough the two ladies interviewed 
expressed annoyance at seeing people 
vigorously chewing gum in public, 
making faces, grimacing, etc., but 
the one man on the panel said he was 
hardly ever conscious of other 
people’s gum chewing habits. 

All three agreed that claims of the 
manufacturers of the benefits of gum 
chewing had merit, and it was sug- 
gested that the manufacturer go a 
step farther and try to educate the 
public in the fine art of proper and 
polite chewing habits. 


‘wTvryvvvvVVVYeeerrrrerreerTrTeTS 
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CODE DATERS 
NAME MARKERS 
PRICERS 


Gummed Tape Printers 
For The Candy Industry 


Write for information 
KIWI CODERS CORP. 


3804-06 N. Clark St., Chicago 13, Ill. 
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Candles 
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RC Tart Co. | 








Abar Plastics Company ................... Feb. ‘52 
Ambrosia Chocolate Co. .0.........cccccceeee 64 
American Food Laboratories, Inc., 

pacllpesipedaniaicoieeigstlnieiaseetneelndiatins Second Cover 
American Machine & Foundry Co. ...... 37 
Atlantic Gelatin Div. General Foods 

RE a tosccks esoesepnslecetncenecbecsiedad Feb. ‘52 
Walter Baker Chocolate and Cocoa Div. 

of General Foods Corp. ................0. 10 
Baywood Manufacturing Co., Inc. ........ 44 
Blanke-Baer Extract & Pres. Co.. Feb. ‘52 
Blumenthal Brothers  ..................:cccseeeees 62 
I GE Cot BB, on cccccccccoseccccssseeees Mar. ‘52 
Bridge Food Machinery Company ........... 42 
Burke Products Company, Inc. .............. 65 
Te I I: | sicicencccciccsccctcctcccssosceies 34 
California Almond Growers Exchange .. 17 
Carle & Montamari, s.c. ............cecccccesseeeee 44 
Chocolate Spraying Co. .............cccccceseees 40 
Cincinnati Aluminum Mould Co. .......... 69 
Clinton Foods Inc. ...........c..:cccccceeeeeee Mar. ‘52 
Confection Machine Sales Co. ................ 38 
Conover Mould Service ................:.000 42 
Cooper Paper Box Corp. ................ Mar. ‘52 
Corn Products Refining Co., Inc. ............ 60 
By Gi, CARMI Ges TAR. ccceccccccccscccctivecsocesce 43 
SIE MIE SIS coetccrsecacredsccossvesceosseseeses 8 
Currie Machinery Company ..................... 31 
Diamond Cellophane Products .............. 71 
BCI III TMI, adicincsecacseseetierccresicges BO 
Durkee Famous Foods 

Div. of Glidden Co. ...................... Feb. ‘52 
I aka Mar. ‘52 
Economy Equipment Co. ................ Mar. *52 
Electric Auto-Lite Co. ...........ccccsscscsceeseees 43 
Empire Box Corporation .................. Mar. ‘52 
Exact Weight Scale Company ...... Mar. ‘52 
Felton Chemical Company, Inc. ............ 15 
I dete railhiteresisdtnaniiniscenibechocnemmenttenninies 65 
Florasynth Laboratories, Inc. ................ 16 
Fritzsche Brothers, Inc. ..................ccc0000+ 4 
Ay | SR Ie 66 
Robert Gair & Co., Inc. .................. Mar. ‘52 
GoamOeeE DETa, Ee. «.....000cccccccccesceccccesscessees 14 
Glidden Company. ...................:.00000 Feb. ‘52 
ER ie Lem eR 45 
TIRES ME TUNA. | Sh catiushbcsscshemcbsendebinesstentennnbie 39 
III -- ‘cc sctcosecvecessoscovsssennedeutd Mar. ‘52 
Hayssen Mig. Company .................. Feb. ‘52 
I TIE EM, TEED ccecesasccosecctesecoseenorsen 56 
Ni seiniceiesdioncntinnensinnsonl 50 
Hudson-Sharp Machine Co. .................... 38 
Ideal Wrapping Machine Co. ................ 44 
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e ' 
ne a iiccmnesiadl 72 
H. Kohnstamm & Co., Inc. .0..........0cccecsesee 7 
J. M. Lehmann Company, Inc. ................ 4l 
Lynch Corp., Packaging Machine Div. 

PERT aa MeN Ae Mar. ‘52 
Magnus, Mabee & Reynard, Inc. .......... ll 
Matthias Paper Corp. ...........c.cccesceseseee 49 
Merckens Chocolate Co., Inc. ................ $1 
ee Re re Jan. ‘52 
I UII, an ts.icnissinsascéceacnsipasorenenensehcsceeceele 58 
National Aniline Div. Allied Chemical 

Se Ea Mar. *52 
National Equipment Corp. ...................... 46 
The National Sugar Refining Co. ..Mar. ‘52 
Nestle’s Chocolate Co., Inc. ..............00 64 
Neumann-Buslee & Wolfe, Inc. .............. 12 
Norda Essential Oil & Chemical 

MII ind. cciscineetinieniadondsnshondnseoka 4th Cover 
CDS coccnssscsconeseevesesssistacens 40 
Olive Can Company .............cccccccsseeeeseee 59 
Package Machinery Company ............... 52 
Bonlck: & Fosd. Ltd.. Une. ........0.cscsesecessess 62 
Chas. Pfizer & Co., Inc. ............ Third Cover 
Polak’s Frutal Works .................ccccccceeeeeee 9 
Racine Confectioners’ Machinery Co. .... 42 ' 
Riegel Paper Corp. .............:cccccsc000 Feb. ‘52 
BN TIS insieisin<scsscnctnampeniimvagbestan 35 
RI TR  icsisnssesscsccoinnsstiubiinal Mar. ‘52 
John Sheffman, Inc. ...................0000000 40, 44 
Shellmar Products Corp. .................. Feb. ‘52 
Solvay Sales Division, Allied Chemical " 

i. | SU ee 62 
EE ee 63 
A. E. Staley Mig. Co. ..........ccccceccessssesees 18 
The Standard Casing Co., Inc. .............. 43 
pT eee Mar. ‘52 
Ce Te, BI GOB. oavncscccvcscscctcccocescesecese 36 
Sterwin Chemicals, Inc. ..................00000000++ 21 
Sugar Information, Inc. ........................ 6 | 
ES eae 22, 48 
Geo. H. Sweetnam, Ince. ...................0.0.+ 58 
NS MINN ‘Neciais be cchiereuhiptonancendsnecbubclancaons 72 
Tompkins Label Service ................ Mar. ‘52 
Union Confectionery Equipment Co. Feb. ‘52 
Union Starch & Refining Co. .......... Mar. ‘52 
U. S. Automatic Box Machinery Co.. 

GES EE Ree ee er ee aE Mar.’52 
Vacuum Candy Machinery Co. ............ 42 
Van Ameringen-Haebler, Inc. ................ 3 
8 I 6c cre chinsattinndiewsiiioedes 65 
John Werner & Sons, Inc. ................ Feb. ‘52 
Wilbur Suchard Chocolate Co., Inc. ...... 61 
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Get Pfizer's 


= n money-saving citric acid 


a with the water ‘squeezed out’”! 


CITRIC ACID 
“SUNNHYDROUS S 


ss 82 | @ Pfizer Citric Acid Anhydrous is your old standby 
Pfizer Citric Acid in a form that will save you 
money. You'll find this acidulant meets all the 
, requirements of purity of the U. S. Pharmacopoeia. 
Feb. ‘52 | In fact, it differs from Citric Acid U.S.P. only in 
that it contains no water of crystallization. (Which 
vent 35 | accounts for 8.58% of the weight of the U.S.P. 
product.) 





> A 
a 
n 


40, 44 ‘. ° 
eb. 52 Since the anhydrous material does not ‘‘dry 
nat ; out,” you won't be troubled with variations in 


Se 62 | acidity from one batch to another. In addition to 
libel 63 | this convenience, consider the savings you'll make 
settee 18 | on shipping and storage charges...10 drums of 
secon 43 | the anhydrous contain as much actual citric acid 
lar. ‘S2 | as 11 drums of the U.S.P. You save 81% Ibs. ship- 
met 36 | bing weight for every 100 Ibs. of Citric Acid U.S.P. 
you formerly used. 

Add up these advantages of Citric Acid Anhy- 
"5g | drous and contact Pfizer today for your require- 
| ments. It's a simple matter to revise formulas. If 
pik 72 | you wish more information, write for Bulletin F-201. 





CHAS. PFIZER & CO., INC. 


tb. ‘52 
ar. 52 630 Flushing Ave., Brooklyn 6, N. Y. 
. Branch Offices: Chicago, Ill.; San Francisco, Calif.; Vernon, Calif, 
/O., 
lar.’52 
. 42 
3 








Manufacturitig Chemists 
for Over 100 Years © PETER 
® 


i 


: | How to make your food product a favorite 


c 





Don't forget to 
Flavor it with NORDA FLAVORS 


Use Norda Flavors—true to type, true to 
taste. Concentrated richness makes both 
genuine and superior imitation Norda Fla- 
vors go farther and save money for you. 
Ask for free samples. 


For “A favorite to flavor it” come to 


Nord (7 ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y 


CHICAGO + LOS ANGELES + ST.PAUL * MONTREAL » TORONTO + HAVANA + MEXICOCITY + LONDON «+ PARIS 








